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Rough Proofs 


Now, says Heinz, with a glance 
the direction of Camden, “try 
e cream of tomato soups!” 

How about trying the cream of 
e cream of tomato soups? 

a. > = 

Neolite, says Goodyear, is non- 
bber, non-leather, non-plastic 
nd non-fiber. 

But can you guarantee it’s non- 
feolin? 


, 


Doubleday & Co. tells the trade 
’s one of the leading advertisers 
aumi the country. Maybe one of 
manese days the book publishers 
jill take in as much money as 
e bookmakers. 
a A 
A furniture market research re- 
ort says advertising of furniture 
anufacturers “has been a very 
significant factor” in industry 
romotion. 
And who wants to be insignifi- 
ant? 
yy YY 
Cleveland newspapers have been 
hut down because of a press- 
-- ffen’s strike. These printers cer- 
pinly believe in the power of the 
ress, 
ae 
“The majority of retailers,” says 
» NRDGA resolution, “are con- 
inced that OPA is stifling produc- 
on,” 
And so are the women who try 
) buy most anything you care to 
hention. 
.. we 
Drug Topics’ Red Book, the ad 
bys, is looked at 6,000,000 times a 
honth. 
It’s probably just about as dog- 
pred and dirty as the typical drug 
ore telephone directory. 


a 
Reader’s Digest refuses to admit 
has 11,000,000 circulation, as re- 
rted by The New Yorker, and 
bys only it’s over 8,000,000. 
Here’s one magazine the ABC 
ould never have any trouble 
ith. 

*, VF 
Jimmy Byrnes ought to get 
me good diplomat material from 
le department store execs who 
pve found out how to distribute 
limited supply of nylon hosiery 
ithout making most of the women 
town mad. 

vv ¥ ¥ 


Brooklyn will have a magazine 
lits own, and its editor emeritus 
ght to be your old friend E. V. 
ling, who through his news- 
ber column has made Brooklyn 
Mous even to New Yorkers. 

,  Y 
A trade association advertising 
fan executive adds, almost men- 
ingly, “must be willing to spend 
yecr or two in city of 60,000 in 

mech gan.” 

Do they get better as they get 
Bge" or smaller? 

= Fe 
‘Please, Mr. Bowles,” is the copy 
ale tic Radio ran in the trade 
bes, and in view of some of 
‘:.ore explicit messages which 
ve been addressed to him, this 
0\ ght to please Mr. Bowles. 

| a Te 


Re | Skelton says Reno is the 
tk’s greatest separation center. 


Copy Cus. 


IMPROVE YOUR CAR!... THIS CHEMICAL MOTOR OIL 


CLEANS "= ENGINE 
wo KEEPS IT CLEAN 


~“S. 


¢a0T ame 
wonts it! 


+ ne eee, 


NEW OlL—This is one of the news- 
paper ads with which National Carbon 
Co. is promoting its new, non-petro- 
leum motor oil in test areas in central 
Virginia and northern New York state. 
William Esty & Co., New York, is the 


agency. (Story on Page 52.) 


Informative Labels 
Vital Now, Adclub 
Told by Schindler 


New York, Jan. 16.—Arguing 
that capacity sales and full em- 
ployment “are opposite faces of 
the same coin,’ Under Secretary 
of Commerce Alfred Schindler to- 
day told the Advertising Club of 
New York that “dynamic” selling 
calls for increased use of informa- 
tive labels and commercial stand- 
ards. 

Acceptance of a_ responsibility 
for more informative labeling by 
manufacturers would result in 
more and bigger advertisements, 
he contended, with copy arguing 
the relative merits of the product 
instead of merely glorifying the 
brand name. Brand names are an 
assurance of quality and value, he 
said, but they are not enough. 

“To most people brand names 
are fine, but there are many brand 
names,” he said. ‘Whose brand is 
better? What are the features of 
one brand as compared with an- 
other?” 


Would Increase Buying Power 


By enabling customers to buy 
intelligently and get better value 
for their money, Mr. Schindler 
contended, advertisers would actu- 
ally be creating billions of dollars 
of real purchasing power, which 
would mean greater sales of real- 

(Continued on Page 60) 


Pastor's remedy... 


It works. See ‘Voice 
of the Advertiser,’ Page 
44. Other features: 


Ad-libbing ..... 12 
Admen Coming Back 38 
Chain Store Sales 20 
Editorials ........ ne 
Farm Paper Linage. 56 
Feature Page . 55 
Getting Personal . 24 
Information for Advertisers... + 
In Washington .... > a 
Magazine Linage . 42, 48 
Obituaries ....... . 6l 


Photographic Review . 43 


Rough Proofs . | 


Newsprint Pinch 


Stays Until 1948, 


NAEA Is Warned 


U. S. Output Off, 
Canada Can't Increase 
Supply, Kellogg Says 


(Other NAEA stories appear on 
Pages 17, 45) 
(Pictures on Page 63) 

Chicago, Jan. 16.—Sobered by 
word that the newsprint shortage 
will be eased only a fraction until 
1948, about 600 members of the 
Newspaper Advertising Executives 
Association held their annual win- 
ter conference at the Edgewater 
Beach Hotel here this week in 
quiet fashion. 

The only sign of conflict came 
at today’s final session, when two 
or three members opposed a reso- 
Jution urging that newspapers pro- 
mote adoption of the World Cal- 
endar (AA, Oct. 15). The opposi- 
tion was so unexpected it caused 
a round of laughter. 


Reports on Newsprint 


The bad news on the newsprint 
situation was reported by Paul 
Kellogg, general manager, News- 
print Association of Canada. He 
explained Monday that Canada, 
which recently has supplied 72% 
of the newsprint used in the U. S. 
and will supply 78% in the first 
half of 1946, cannot hope to in- 
crease production over the pres- 
ent rate of 86% of capacity, be- 


96 Major Agencies Billed 
$630,000,000 in 1945 


JWT Nears $80,000,000; Y&R Hits 
$53,000,000; Three at $40,000,000 


|Copyright, 


1946 by Advertising Publications, 


Inc. Reproduction 


in whole or in part expressly prohibited without written permission.} 
By LAWRENCE M. HUGHES 
New York, Jan. 17.—Twenty-six major advertising agen- 


cies, with individual billings 


of $10,000,000 or more, had 


combined billings to clients in 1945 of about $630,000,000, 
ADVERTISING AGE estimates from data obtained from leading 


executives of these firms. J. 


Walter Thompson Company, 


with at least $78,000,000, continued in first place. 

Although the average billings of the $10,000,000-and-more 
agencies were only a little higher than in 1944, the addition 
of several to this group raised the total to about $80,000,000 
more than the $550,000,000 estimated for them by AA last 


year. 


Dailies’ Network 
Elects Sherwood 


as Ist President 


Chicago, Jan. 16.—Harold B. 
Sherwood, advertising manager of 
the New York News, today was 
elected president of the American 
Newspaper Advertising Network, 
Inc., at an organizational meeting 
of the group which he has, prob- 
ably more than anyone else, spon- 
sored since last September to help 
obtain national advertising ac- 
counts for newspapers. 

Spokesmen for the network at 
the Edgewater Beach Hotel here 
revealed that the “Central” group 


(Continued on Page 57) (Continued on Page 59) 


Last Minute News Flashes 


Motley Leaves Crowell-Collier, Heads ‘Parade’ 


New York, Jan. 18.—Arthur H. (Red) Motley is resigning as pub- 
lisher of the American Magazine and a director of Crowell - Collier 
Publishing Company, Feb. 1, to become president of Parade Publica- 
tion, Inc., and publisher of Parade. Mr. Motley has acquired from 
Marshall Field “a sizable block of stock in Parade” and will be in 
complete charge. He expects to boost the circulation from the pres- 
ent 2,000,000 to 3,000,000 by March 3. 


NAM to Vote on $1,000,000 Campaign 


New York, Jan. 18.— The board of directors of the National As- 
sociation of Manufacturers, meeting here Jan. 23, will act on a plan 
for a consistent $1,000,000 advertising campaign this year through 
Benton & Bowles. The plan was approved by the divisional operating 
heads of NAM at Atlantic City last week and is being weighed this 
week by the public relations policy committee. It would be directed by 
Holcombe Parkes, NAM public relations vice-president. 


Montgomery Ward Starts Book Club Sponsorship 


Chicago, Jan. 18.—To meet the competition of Sears, Roebuck & 
Co.’s Peoples Book Club, set up more than a year ago, Montgomery 
Ward & Co. in its spring and summer catalog will sponsor the $2 
monthly Literary Guild books and the Dollar Book Club, both owned 
by Doubleday & Co., New York. The two clubs will also be promoted 
in displays in Ward’s 637 retail stores and 216 catalog order offices. 
offices. 


Mullins Mig. Appoints Brooke, Smith 


Salem, O., Jan. 18.—Mullins Mfg. Company will spend $1,000,000 
in 1946 ihrough Brooke, Smith, French & Dorrance, Detroit, in its first 
large-scale postwar drive for Youngstown Kitchens. The account was 
formerly handled by McClure & Wilder, Warren, O. 


Admiral Schedules 150 Dailies, ‘Collier's’ 


Chicago, Jan. 18.—Admiral Corporation, shipping 100,000 radio sets 
to its dealers this month, has scheduled more than 150 newspapers, 
and will use a spread in a March issue of Collier’s to advertise the 
new sets. It expects to increase greatly its 1946 ad budget over 1945’s 
$900,000 appropriation as production problems are overcome. Crut- 
tenden & Eger is the agency. 


(Additional News Flashes on Page 6) 


In 1945, for the first time, five 
agencies—J. Walter Thompson, 
Young & Rubicam, N. W. Ayer & 
Son, Batten, Barton, Durstine & 
Osborn and McCann - Erickson— 
were said to have individual bil- 
lings of $40,000,000 or more, The 
combined billings of these five ih 
1945 exceeded $250,000,000. 

Seven others are estimated to 
have had billings in 1945 of $20,- 
000,000 or more —totaling about 
$171,000,000. Thus the top 12 of 
the 26 represented about $423,000,- 
000 
the $630,000,000 total. For 1944 
the 11 agencies estimated to have 
had billings of $20,000,000 or more 
showed a combined total of only 
about $360,000,000. 


Some Figures Revised 


Further investigation has re- 
vealed that in one or two cases the 
1944 billings figures estimated by 
ADVERTISING AGE (Jan. 8, 1945) 
were somewhat too high, while at 
least one agency was credited with 
a slightly smaller total than it de- 
served. For that reason, the ac- 
companying summary presents the 
revised figures for all agencies 
for both years. 

Major executives of more large 
agencies cooperated actively with 
AA this year than a year ago. The 
agencies which did not cooperate 
fully this year, and the figures on 
which therefore are more “esti- 
mates” by AA than are the others, 
were Benton & Bowles, Campbell- 
Ewald Company, Donahue & Coe, 
William Esty & €o., Ruthrauff & 
Ryan and J. Walter Thompson 
Company. 

Only one of the 26—Kudner 
Agency—had a substantial decline, 
about $1,000,000, from 1944 to 
1945. Foote, Cone & Belding’s bil- 
lings were about $50,000 less, and 
those of D’Arcy, Newell-Emmett, 
Donahue & Coe and Russel M. 
Seeds were virtually unchanged. 


BBDO Makes Biggest Gain 


The largest gain in dollars ap- 
parently was made by Batten, 
Barton, Durstine & Osborn, from 
about $30,000,000 to $40,000,000. 
Maxon, Inc., reported the largest 
percentage gain, with a rise from 
$10,000,000 to $15,000,000. 

Most criticized of all AA’s esti- 
mates for 1944 was $33,000,000 for 
N. W. Ayer & Son. Harry A. Bat- 
ten, president of Ayer, not only 
confirms that figure but reports 
his agency’s billings for 1945 at 
“nearly $41,000,000.” 

Rounded to the nearest $1,000,- 


or’ more than; two-thirds of’ 


bi a eee - Poa) a > ee ee Sy ee i a in Lies a bial 2 ; ; : ; a a f ee 
, , VES — 
iat pilates Se 
ge 
ae’ 
SS 
, 
LAE EE a 
a 
po 
MeN. - 2 lubricant dissolves sladge, carnish, and gum! 
LB oo ee 
ane ; SSS EEE 
* + Bee 
Se © 
a cn i arn es . 
[ eons ans. Tate ven e. i all 3 oa 
Your cari | 4 * a 
= | oto ‘st acai 
2 Soerernpeoms d oo a 
Pe i 
pe } 3 
' Sgr 
ram Sian Db CO | 
==" | SSS ‘i 
re ee : 
j HEMISTHY S NEW DISCOVERY FOR BETTER MOTOR LUBRICATION 
l ve ” PO PO 
paveuosth Wy tet deaths @r=PaESORE” anni-ragent 
ee —_—_—_——e—e—e————ee ee On" ee 
ee oe ies 
ne bees Feo 
| ee 
Mes see 
| po a 
a 
| =a 
| i 
| eae 
Pe a 
. ae ie 
oe 
ie 2 
a 
7 
ee 
. 
» 
—_—_C jn a 
ee . 
| 7 
| : Me 
_ 
| a 
| ar 
} a 
ee . 
| Mn | Pin 
tm 
Bu 
res 
2) a 
PT a 
ee i 
eae 
a “ 
a TTT sso : aS ; 
a mi_can“wVna“”™—”"”"”"”—nNnI ee ae 
as i¢ ; u u y 


600, the 1945 and revised 1944 
“standings” are shown in the ac- 
companying tabulation. 
JWT Loses Old Gold 

J. Walter Thompson Company’s 
principal loss in domestic billings 
last year came from the Old Gold 
cigaret account, which moved back 
to Lennen & Mitchell in the fall 
of 1944. This was compensated 
for more by expansion of existing 
accounts than by new accounts. 
The start of Ford dealer advertis- 
ing, which Thompson divides with 
Maxon, Inc., was a factor. Bal- 
lantine beer, Textron and the In- 
stitute of Life Insurance expanded, 


and Seven Up beverages doubled 
expenditures through this agency. 

Thompson extended its work in 
cooperative advertising by adding 
Anthracite Industries and Blue 
Cross plans across the country. 
The Fred Allen show for Standard 
Brands increased Thompson bil- 
lings in the fall. At the year’s 
end, the agency lost Pennsylvania 
Central Airlines, but began to 
place the first consistent campaign 
of Western Union Telegraph. The 
RCA Victor division joined other 
subsidiaries of RCA in the Thomp- 
son fold. With offices in 15 cities 
throughout the world, from Bom- 


bay to Buenos Aires, Thompson 
probably did half the total billing 
abroad of all “regular” United 
States agencies. 

Young & Rubicam’s addition of 
such accounts as Benrus watch, 
Duffy-Mott Sunsweet foods and 
part of Purity Bakeries did not 
compensate for its loss of Bristol- 
Myers’ Allen Young network show 
to Doherty, Clifford & Shenfield, 
of Cummer division of Sterling 
Drug, Inc., to Dancer-Fitzgerald- 
Sample, and General Foods’ Pos- 
tum to Foote, Cone & Belding. A 
net gain in billings, however, was 

(Continued on Page 49) 


Times and Democrat 


a Hust in the 


Tri-City area 


CaBLe G. VON Maur, President 


* sto 5 


—Women shopping in Petersen-Harned-Von Maur store. 
Petersen-Harned-Von Maur in Davenport. 


— sptud HERE'S A STATEMENT TO PROVE IT 


“SINCE 1872 when our original store was only a one story building, we've 
advertised what we've had to sell in the Times and Democrat. 

Our customers live in Davenport, Rock Island and Moline and the rural 
areas of both Iowa and western Illinois. Naturally we spend our money 
where it brings best results in actual sales. 

Experience proves that display space in the Times and Democrat pays best. 
That’s why over 70% of our entire advertising appropriation is spent in both 
these hometown papers. To do a job in the Tri- 
Cities, you need these papers.” —— Caste G. VoN MAuR 


ILL. 


ISLAND, 


ILL. 


ae 


Leading Agency Billings-1945 
and 1944 


Copyright, 1946, by Advertising Publications, Inc. 
AGENCY 1945 


*J. Walter Thompson Company... . $78,000,000 
(ine. $15,000,000 


1944 


$72,000,000 


foreign) foreign) 
Young & Rubicam............... 53,000,000 51,000,000 
(ine. $1,250,000 (inc. $1,000,000 
Canadian) Canadian) 
eS Se eee ee 41,000,000 33,000,000 
(ine. $2,000,000 (inc. foreign) 
foreign) 
Batten, Barton, Durstine & Osborn 40,000,000 30,000,000 
McCann-Erickson ............... 40,000,000 31,000,000 
(ine. $3,500,000 (ine. foreign) 
foreign) 
*Ruthrauff & Byan............;.. 32,000,000 28,000,000 
(inc. $1,500,000 (inc. Canadian) 
Canadian) 
Foote, Cone & Belding........... 31,000,000 31,000,000 
Dancer-Fitzgerald-Sample ....... 25,000,000 23,000,000 
gE eee 22,000,000 20,000,000 
Compton Advertising, Inc........ 21,000,000 20,000,000 
PEN GE ID, 5 one ecko cccces 20,000,000 18,000,000 
D’Arcy Advertising Company..... 20,000,000 20,000,000 
(inc. $1,500,000 
Can. & Mexican) 
Kenyon & Eckhardt ............. 18,500,000 17,600,000 
Newell-Emmett Company ........ 18,000,000 18,000,000 
Brwe, Waser @ OOis...6...0ca5- 18,000,000 17,000,000 
(inc. $3,000,000 (inc. $3,000,000 
foreign) foreign) 
Grant Advertising, Inc............ 18,000,000 13,000,000 
(inc. $6,000,000 (inc. $3,500,000 
foreign) foreign) 
gi vice ecu seeass 16,000,000 14,000,000 
Pe ee rrr 15,000,000 16,000,000 
Lennen & Mitchell............... 15,000,000 11,000,000 
ie ME asa bk.d ook eee 15,000,000 10,000,000 
WUE, BE OP WOie. oa siee sc as tara 14,000,000 14,000,000 
*Campbell-Ewald Company ....... 13,000,000 11,000,000 
SE Br I hi. o.0 4.65 oleae se sa se 13,000,000 13,000,000 
Fuller & Smith & Ross........... 12,000,060 11,000,000 
Pe Re eer eee 10,500,000 9,000,000 
Russel M. Seeds Company........ 10,000,000 10,000,000 


*Estimated by AA. All other figures supplied by responsible 
agency executives. 


and promotion manager of 
Citizen. Mrs. Lamb is a former 4 
partment store copywriter 4 
fashion writer for Women’s We 
Daily, New York. 


Open Columbus Agency 


Paul Ahern Kelly and Mrs. 
Gladys Johnson Lamb have formed 
their own advertising agency, to 
be known as Kelly & Lamb Ad- 
vertising Agency, with offices in 
Suite 400 in the Hartman Theater 
building, Columbus, O. Mr. Kelly 
is a former president of the Colum- 
bus Advertising Club and vice- 
president of the Advertising Fed- 
eration of America. He was also 
advertising manager of Capital 
Finance Corporation, Columbus, 


Hamann to Schenley 


Raymond C. Hamann, for 
vice-president and general sa 
manager of White Rock Corpo! 
tion, New York, has been nam 
national sales manager of Sche 
ley Import Corporation, N 
York. 


17.1 
SUN’S % of 
five-paper 
total 
linage 


s 
in 
s 
retail | 
’ sos 
grocers’ advertising.. 
Here’s visual proof how quickly and thoroughly The Sun has »:2! 
the confidence and support of retail grocers in Chicagc — 


merited it with performance . . . how it outstripped mornin; 
petition through 1944 . . . stepped up to third place in 19 » 


1944 1945 


1943 


and further proved how consistently its upward trend is gain' ¢ 
mentum by finishing second in October, November and De « 
with 18.7%, 22.5% and 24.7% of the five-paper total. 


THE CHICAGO SUN 
400 West Madison St., Chicago 6, Il. * 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 
Atlanta + Charlotte + Dallas + Kansas City + Los Angeles + Memphis « St. Louis + 5 
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F LT. COL. GREGORY ("PAPPY") BOYINGTON, CONGRESSIONAL MEDALIST, LIVED 
~ A 20-MONTH NIGHTMARE AS JAP PRISONER-SLAVE. YET AMONG 


HIS BARBAROUS CAPTORS HE FOUND SOME WHO 
WERE KIND AND HUMANE., THEY GAVE = 

HIM HOPE FOR JAPAN'S RE-EDUCATION’ WE a 
CAN LIVE WITH JAPAN’, IN THE JANUARY ; 

_. -- COMPANION, IS HIS 

FAR-SIGHTED PROGRAM. 


7 


N 
We. 


AW ; 


, We i 
STO PY: THATS DYNAMITE! =< \ : 
KEEP WOMEN IN JOBS THEY DO WELL. "MEN ONLY” , 


HIRING CAN CAUSE DIRE INDIVIDUAL HARDSHIP— AND 
WRECK THE GENERAL LIVING STANDARD AS WELL. 7 AS 
U.S. SENATOR FRANCIS J.MYERS TIMELY, "DONT TAKE IT Hiss Sammi |< 

OUT ON THE WOMEN SHOWS HOW. ANOTHER * 
JANUARY COMPANION FEATURE. 


SBR MBEALING sasies... aren't HAPPY—NOR ARE ae 
>. THEIR PARENTS, SAYS DR. HARRY | q : 
BAKWIN, EMINENT PEDIATRICIAN, a 
WHO THINKS MUCH MODERN = : oe ares 
“SUPER CARE” FOR BABIES 1S AS %,'9® | _ 3 
UNWISE AS IT IS UNNECESSARY. HIS om oa 
“TAKE YOUR BABY OFF THE ASSEMBLY iE ae 
LINE" IS ANOTHER NOTABLE = 
JANUARY COMPANION ARTICLE. Os 
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1) 
deco HAVE CHANGE OF LIFE TOO”... A JANUARY COMPANION - 
ARTICLE BY EDITH N.STERN [S A FRANK DISCUSSION ,.—4J 
OF A LITTLE-KNOWN FACT— A FACT THAT WILL HELP be 
- MANY A WOMAN BEA MORE SYMPATHETIC WIFE. 


a 


il IM'A'NDY, OTHER FEATURES (INCLUDE TOP-FLIGHT FICTION... 
vedi AND THE COMPANION’S INDISPENSABLE. SERVICE —GOOD 
aa LOOKS, FASHION, FOOD, CHILD CARE, HOME-PLANNING AND 
ile HOME-MAKING, THE JUNIOR COMPANION, ETC. 
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James Young Wins 


Annual Award 


New York, Jan. 16—James W. 
Young, chairman of the Advertis- 
ing Council, has been named “man 
of the year” by the Annual Adver- 
tising Awards jury. The award is 
made on the basis of “outstanding 
achievements of a lifetime and 
most particularly for his notable 
contributions during the war.” 

Mr. Young is senior consultant 
for the J. Walter Thompson Com- 


pany and helped develop that 
agency’s foreign business. He was 
one of the founders of the War 
Advertising Council and was one 
of the key executives in the Office 
of Inter-American Affairs. He has 
also served as director of the Com- 
merce Department’s Bureau of 
Foreign and Domestic Commerce, 
and at one time was professor of 
business history and advertising at 
the University of Chicago. 

Mr. Young will receive a gold 
medal at ceremonies at the Wal- 
dorf-Astoria Feb. 7. The award, 


which was discontinued during the 
war, is made under auspices of 
Advertising & Selling. 


Carstairs Promotes Two 


Clyde H. Butler Jr., district 
manager for the District of Co- 
lumbia and Maryland for Carstairs 
Bros. Distilling Company, New 
York, has been promoted to south- 
ern district manager, with head- 
quarters in Jacksonville, Fla. He 
will be succeeded by Bernard 
Davis, now assistant district man- 
ager in Massachusetts. 


Joins Johnstown Paper 


Robert V. Campbell has been 
appointed advertising director and 
promotion manager of the Trib- 
une-Democrat, Johnstown, Pa. He 
formerly occupied the same posi- 
tions with the Star-Journal and 
Chieftan, Pueblo, Col., and before 
that was with Scripps-Howard in 
Denver. 


James Opens Agency 


Jeanne James has opened the 
J and J Advertising Bureau at 145 
N. High St., Columbus, O. 


You’ve got to make calls 


if you want to get P KSULTS! 
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Quaker, Miffed 
at CBS, Switches 
Show to Mutual 


Chicago, Jan. 17.—Taking issue 
with the network, Quaker Oats 
Company has announced its ‘e. 
moval of “Those Websters” from 
CBS to Mutual Broadcasting S\s. 
tem. The series will start on M8S 
Sunday, March 3, 5-5:30 pun, 
CST. It will be heard over 283 
full MBS stations and 12 affiliates, 

The move resulted from a CBS 
request that Quaker Oats replace 
the program with a comedy show, 

R. Douglas Stuart, president of 
Quaker Oats, said of his action, 
“We will reach more people at 
this new time over MBS at a lower 
cost per dollar. The saving wil! 
be used to increase our coverage 
on ‘Those Websters,’ which we be- 
lieve to be an excellent show for 
our product, CBS notwithstand- 
ing.” Ruthrauff & Ryan, Chicago, 
is the agency. De Witt Mowrer, 
MBS midwestern sales executive, 
effected the change. 

“Those Websters” is said to cost 
the sponsor about $17,000 weekly 
for time and talent. 


Amoco Quiz on ABC 


American Oil Company, Balti- 
more, begins sponsorship Jan. 24 
of a half-hour program, “Professor 
Quiz,” on 71 American Broadcast- 
ing Company stations, Thursdays, 
7:30-8 p.m., EST. The 52-week 
contract was placed by the Joseph 
Katz Company, Baltimore. 


Staze Buys ABC Show 


Popular Home Products Corpo- 
ration, New York, for its Staze 
denture adhesive, will start spon- 
sorship Jan. 19 of “Wake Up and 
Smile,” Saturday morning variety 
replacement for “Breakfast Club,” 
on the American Broadcasting 
Company network, 8-9 a.m., CST. 
Third of its type on ABC, “Wake 
Up and Smile” will have Hal 
O’Halloran, m.c. of the “WLS Na- 
tional Barn Dance,” as m.c., with 
Rex Maupin’s orchestra and sing- 
ing stars. Raymond Spector Com- 
pany, New York, is the agency. 


Philip Morris Changes Show 


Philip Morris & Co., New York, 
is replacing “It Pays to be Ig- 
norant” on CBS Feb. 1 with “Holi- 
day & Company,” a comedy series. 
The program continues Friday, 
9-9:30 p.m., EST, for Philip Morris 
cigarets, through Biow Company, 
New York. 


Names Farnsworth 
to Head New Office 


Philip T. Farnsworth, recently 
released after service as a Navy 
lieutenant, has been named man- 
ager of the San Francisco office 
to be opened by Abbott Kimball 
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Farm JourNat has attraction-power, too. Plenty of it. More to the point— Farm 


Company, ~~ York. oe F A 
J s 91 Wh : ‘ ‘ Pri to the war r. Farns- 
JOURNAL has 214 million subscribers, 81.4% of whom farm the top half counties oe ‘operated his own agency in n 
where more than 80% of national farm income is. This huge list is greater by a ee es, . 0 
half million than any other rural magazine has. And the entire lead is where it a ee ee 
counts heaviest —in those top half counties. National advertisers have learned Peerless Appoints sl 
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In New York and Chicago 


MAJOR\ADVERTISERS INCREASE THE PENETRATION 
OF THEIR NA TIONAL MAGAZINE ADVERTISING wa 
~ AND RADIO. BROADCASTING WITH 
% 4-COLOR ADVERTISING \PAGES IN 


“ gare i i —S 
FAY . ; “sae 


Articles such as “Simple, Colorful, Dra- 


y in matic,” forecasting Hollywood designer 
Rede Orry Kelly’s 1946 fashions; beautiful 
color illustrations by the famous Czecho- 
slovakian artist, Pachner; side-splitting 
c] 


cartoons, as well as the popular house- 


= 


hold pages and recipes of Mary Marten- 


\ 


son, make the Saturday Home Magazine 
exciting weekend reading for more than 
a million families in New York and Chi- 
cago. The Comic Pictorial in these same 
more-than-a-million families is a parade 
of all-star comic features, including 
“Popeye,” “Polly and Her Pals,” “King 
of the Royal Mounted,” “Buck Rogers,” 
“Tarzan,” and “Mickey Mouse.” 
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Rural Audience 
Still Lacks Full 
Service, FCC Told 


Washington, Jan. 16.—A spokes- 
man for the Department of Agri- 
culture told the FCC today that 
there is no reason why public 
service radio programs should not 
be sponsored, but that there is 
good evidence that the “average” 
clear channel station is not mak- 
ing a serious effort to serve the 
rural audience. 

Calling for “definitions and 
standards” to insure proper pro- 
gram service for farmers, John C. 
Baker, chief of the department’s 
radio service, said that “in its 
over-all program structure, the 
average clear channel station is 
governed by urban taste, whether 
the programs are produced locally 
or are taken off the network.” 


One of the things the FCC wants 
to know in its current hearing 
on the clear channel issue is 
“whether and to what extent the 
clear channel stations render a 
program service particularly 
suited to the needs of listeners in 
rural areas.”’ The commission also 
wants to know whether “super- 
power” is feasible; whether it 
would be wise to change geo- 
graphic distribution of the “clears,” 
or to change the rules governing 
their operation. 


Service Much Improved 


“The clear channel stations are 
doing more to render a program 
service suited to the needs of 
rural listeners than they did 10 
years ago, five years ago, or two 
years ago,” Mr. Baker conceded. 
“But it would seem that the city 
audience, when it is available, is 
to be preferred to the farm audi- 
ence by most clear channel sta- 
tions.” 

As the hearings began yesterday, 
Louis G. Caldwell, counsel for the 
Clear Channel Broadcast Service, 
sought to discredit the nationwide 


survey conducted by the Bureau} 
of Agricultural Economics on “At- 
titudes of Rural People Toward 
Radio Service” (AA, Dec. 10). 

In challenging the wording of 
questions and the analysis of an- 
swers, Mr. Caldwell sought to 
disassociate the clear channel 
broadcasters from the other in- 
dustry groups that cooperated with 
the commission in preparing data 
for the hearings. 


Objects to Hearing, Too 


After he had objected to a num- 
ber of the questions, and finally 
to the report in its entirety, FCC 
Chairman Paul Porter interceded 
to observe, “Mr. Caldwell, we will 
assume that you object to the fact 
that this hearing is being held at 
all.” The clear channel attorney 
countered by objecting to the in- 
troduction of the opinion survey 
into the record, asserting “the 
commission has no right to take 
program content into account in 
allotting channels.” 

Broadcasters who have already 
appeared, and the dozens who 


have signified their desire to tes- 
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Last Minute News Flashes 
American Safety Razor Maps $2,600,000 Drive 


New York, Jan. 18.—American Safety Razor Corporation, Brooklyn. 
will spend $2,600,000, an increase of $1,000,000 over last year, in 194 
for advertising in newspapers, magazines, radio and pOint-of-purchase 
displays in about 1,000,000 retail outlets handling the firm’s producis 
Products to be introduced this year are the Ever-Ready nylon lucite 
shaving brush (February); a two-edge Gem reversible blade, off the 
market since before the war (April 1), and a new type cigaret lighier 
(fall). Federal Advertising Agency handles the account. 


Glenmore Ad Director Named V. P. 

Louisville, Jan. 18.—A. P. Bondurant, advertising director of Glen- 
more Distilleries Company, has been appointed a vice-president. Lt. 
Col. Bondurant returned to Glenmore last fall after three and a half 
years’ Army service as chief of the overseas command branch of the 
Air Technical Service Command, Wright Field, Dayton. 


Ford Motor Starts Comic Section Campaign 

Detroit, Jan. 18.— Ford Motor Company on Sunday begins an ex- 
tensive ad campaign in comic sections of metropolitan newspapers 
and Puck—the Comic Weekly. J. Walter Thompson Company is the 
agency. 


Andrew Heiskell Named Publisher of ‘Life’ 

New York, Jan. 18.—Andrew Heiskell, science editor of Life and 
with the magazine since 1937, has been appointed publisher, succeed- 
ing Roy Larsen, who has headed Life since its inception nine years 
ago, as well as being president of Time, Inc. 
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A Tough Question for 


Sundry People 


“Why can’t wholesalers offer new 
sundries as soon as chains?”’ is the 
question presented by an independ- 
ent druggist of Des Moines. It isa 
question for manufacturers as well 
as wholesalers. Our pages are open 
to all who care to contribute to a 


solution. 


Better Cosmetic Clerks 


Down in North Carolina, an associa- 


tion recently sponsored a two day 
school in cosmetic selling which at- 
tracted 50 girls from 50 stores. After 
you read the article, you may want 
to offer assistance to similar schools, 
for this is a new idea that deserves 
duplication elsewhere. 


Serving the Drug Industry 


Since 1871 
1946 marks 


75th anniversary, making us the 


oldest independent journal in con- 
tinuous publication in the drug in- 


dustry. 


able historical articles, the January 


issue contains 


tory of pharmacy, 
world that will take an important 


and permanent 


place in pharma- 
ceutical literature. 
print for your permanent files. 
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ON THE PHARMACY FRONT: 


HIGHLIGHTS FROM THE JANUARY ISSUE 
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THE BUSINESS MAGAZINE OF EDITORIAL VITALITY 


tify, are by no means united in 
defending the “clears.” Mr. Cald- 
well and Paul Spearman, counse] 
for the regional broadcasters’ com- 
mittee, were in opposite camps, 
When Mr. Caldwell completed his 
examination of Dr. Rensis Likert, 
director of the BAE survey divi- 
sion, Mr. Spearman waived fur- 
ther examination, commenting, 
“Mr. Caldwell asked all the ques- 


tions I would—and some | 
wouldn’t.” 
Mr. Baker outlined the radio 


experience of the Department o 
Agriculture, observing that he 
knew of “almost no instance ji 
which a county or state agricul 
tural worker has gone to a new 
radio station and asked for time 
on the air, and has been denied 
time.” He added, however, tha 
the general experience is tha 
commercial programs eventual] 
confine these sustaining feature 
to the early morning hours. 


this 
Write for a re- 


scriptions of 50 or more in each issue. Easy to find, on page 8, . 
valuable department is open to all who make a product that 4 
can be sold in drug stores. 
find it a quick guide to trends in products and package design. 


MADISON AVENUE, NEW YORK 22, N. Y. 
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Would You Eat at Your Own Fountain? every drug store fountain dl ee ye . 
should be as clean as the prescription room 78 : e 
Fundamentals of Retail Selling, a four page primer of basic sell- eg, 
ing material . ; 79 ing advertising ; ° 
Practical Training for Cosmetic Clerks 84 drive, through ~ 1] YY) 
Greeting Cards are Big Business........... 86 BBDO, and Sete Ganlet 
No Pharmacist should Work 90 Hours a Week... 88 after entering sn Pl 
| re ee ee 97 service was placed in charge 
Co-op Means Competition . 106 > egg. Wee fume ae Ca 
ON MANY FRONTS: necticut. 
The Drug Business since 187! American Druggist celebrates its . 
Diamond Jubilee with a review of pharmacy over 75 years 89 Two to Lehn & Fink 
Wort's Movers A community expresses its gratitude to its phar- P os J. a , erd 
macist 102 eld manager o omas J. Liptol 
American Druggist Index for 1945 . 108 coated aaaten b. SR > 
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Now What From Washington 69 Maj. Lawrencé C. Ives, for t! 
Pharmacy Section, Show Globe, Professional Pharmacy Forum, past four years in the Marl 
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American Druggist’s Questions and Answers on Fountains . 134 
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! “A Bit of Paris in New York” * 5 
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Starting off a series of not- A 
The Rush of New Products Is On ¥ 
Ls 
a chronological his- A few months ago, our Display Room of What’s New carried mention in 2008 7 
science and the of only 15 new products. Now we’re publishing pictures and de- } “ 


FRENCH RESTAURAN) 
REAL FRENCH CUISINE 
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Here’s a fish story that isn’t ‘’fishy’’— 
it’s backed-up by the U. S. Dept. of In- 
terior: California’s commercial catch is 
more than double that of the 5 New 
England states or.of Alaska. 

In fact it averages % of the yearly 
catch of the U. S. and Alaska combined 

. and of this squirming total, almost 
half is landed by Los Angeles fishermen 
and processed in Los Angeles canneries. 

In prewar Los Angeles, Fishing em- 
ployed 4299 commercial fishermen on 


*Los Angeles Fish Pack, 1943 


Sn 


boats and ashore, 5158 in canneries and 
an estimated 2500 in related industries. 
Juggle these figures as you will, they 
still add up to another of the walloping 
payrolls that make Los Angeles such an 
attractive market. 


We'd like to show you how much more 
this market will likely grow in the next 
decade, and we'll do so at the drop of a 
postcard to The TIMES or to our repre- 
sentatives. Write for the little booklet 
““An Eye to the Future.”’ 


ii ye 


‘*Everybody’s Newspaper” ‘in Seuthern ‘California 
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Vitamin D and 
Aluminum Patents 
‘Given’ to Public 


Washington, Jan. 16.—Trust- 
buster foes of exclusive patent 
arrdngements chalked up a double 
victory this week, as aluminum 
and vitamin D patents were dedi- 
cated—under pressure—“to the 
public interest.” 

Extremely valuable patents for 
extracting alumina from bauxite 
were turned over to the RFC by 
the Aluminum Company of Amer- 
ica, Which has already been hauled 
into court on anti-trust charges. 

Negotiations for release of the 
alumina patents, developed by 
Alcoa through expenditure of 
millions of dollars, had been 
under way for several months, 
with RFC calling in members of 
Congress and the Surplus Property 


Administration for “assistance.” 

Owner of a large number of 
aluminum smelting plants built 
during the war, RFC had dis- 
covered that the plants were of 
no value to anyone except Alcoa, 
holder of the patent essential for 
their operation. 

Anxious to lease or sell the 
vlants to Reynolds Metals Com- 
pany and other newcomers in the 
field, RFC exerted every effort 
to convince Alcoa that it should 
be permitted to sub-license Alcoa 
patents to lessees of the govern- 
ment-owned plants. 

Negotiations were on the verge 
of breaking down a number of 
times, until Alcoa Chairman Ar- 
thur D. Davis, Surplus Property 
Administrator Stuart Symington, 
Attorney General Tom C. Clark 
and Senator Joseph C. O’Mahoney, 
chairman of the surplus property 
subcommittee of the Senate mili- 
tary affairs committee, reached an 
agreement. 

RFC announced immediately 
that Reynolds would be author- 
ized to use the Alcoa processes 
at two of the plants it is leasing 


from the Surplus Property Ad- 
ministration. 

Reynolds Metals tied advertising 
in with the news this week, releas- 
ing a full-page newspaper ad 
headlined “What free enterprise 
in aluminum will mean to you in 
1946” and announcing that the 
company has launched an exten- 
sive expansion program “to make 
aluminum available to all at fair 
prices.” 

The vitamin D case had started 
originally as patent litigation, with 
a number of private organizations 
contending that the vitamin D 
process was not patentable in the 
first place. 


U. S. Enters Fight 


After conflicting court rulings 
had been handed down on this 
subject, the government became a 
party to a civil anti-trust suit 
against Wisconsin Alumni Founda- 
tion, holder of the “Steenbock” 
patents, and 17 firms, which al- 
legedly held exclusive licenses in 
their fields. 

Wendell Berge, chief of the anti- 
trust division, had held up the 


vitamin D arrangement as an out- 
standing example of monopolistic 
arrangements, charging that the 
exclusive licensing arrangements 
resulted in arbitrary and unrea- 
sonable prices for a product badly 
needed by poor people who are 
particularly subject to rickets. 


Says Food Potency Limited 


While the cost of manufacturing 
vitamin D for seven years prior 
to 1944 was less than 15 cents per 
million units, he said, five phar- 
maceutical manufacturers were 
able to obtain between $2.65 and 
$7.70 wholesale per million units. 
He also contended that the potency 
of vitamin D foods was limited 
to prevent them from competing 
with pharmaceutical licensees. 

Under the consent decree, the 
foundation is to cancel the ex- 
clusive licenses, and to make the 
process available to all on a license 
fee basis. 

Among the defendants were E. I. 
du Pont de Nemours & Co., Quaker 
Oats Company, Standard Brands, 
Bordon Company, Gelatin Prod- 
ucts Corporation, Carnation Com- 
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the first ad of a new campaign to 
build a bigger audience for ABC 
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—subrle, slapstick or sophisticated 


listen to your ABC station. 
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stations today. And more and 
lies everywhere are learning tha 
Way to enjoy radio at its best 1 


listening to ABC day and night. & 
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A NETWORK OF 


for years to come, 


195 RADIO STATIONS SEI 


Advertisers who want a nation-wide audience 
during good time periods at low cost are buying 
time on ABC today. One network costs 43.7% 
more per evening half-hour than ABC, another 
costs 28:7% more. Yet ABC’s 195 stations 
reach 22 million families who have 92% of the 
nation’s spendable income. If you are an adver- 
tiser, remember that a good ABC time period 
bought today can mean a yaluable franchise 
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pany, Pet Milk Company, Indian; 
Condensed Milk Company, Vita. 
mins, Inc., Abbott Laboratorig’ 
Charles Bowman, E. R. Squib» , 
Sons, Nestle’s Milk Products, Mea 
Johnson & Co., William S. Merre 
Company, Winthrop Chemis, 
Company and Parke, Davis & ( 


Anthracite Groups 


Announce Merger 


New York, Jan. 15.— The Ap 
thracite Institute and Anthracits 
Industries, Inc., have been merge 
into one organization. Hencefort) 
advertising and public relation 
formerly handled through Anth:ra 
cite Industries will be conducte; 
through the institute, and the namg 
of Anthracite Industries will hb 
dropped. 
It is estimated that the institut 
will spend approximately $400,009 
in advertising in 1946. 
The consolidation was made jj 
the interest of greater efficienc 
and an expanded program for thg 
industry, although no considerab\ 
increase in advertising is expecta 
in the near future. The institute 
research laboratory will be move 
from Primos, Pa., to Wilkes-Barre 
and an office will be established | 
Wilkes-Barre to handle producti 
matters. 

J. Walter Thompson Compan 
handles advertising for the inst 
tute. 


Delehanty Joins Agency; 
Carow Is Appointed 


Louis Carow Jr., former Chi 
cago and Indiana newspaper ma 
will succeed Jack Delehanty ; 
director of 
press, radio and 
advertising for 
the permanent 
U. S. savings 
bond staff, the 
Treasury an- 
nounced last 
week. 

Mr. Dele- 
hanty, who had 
been one of the 
original organ- 
izers of the war 
bond program, 
is to join Albert Frank-Guenthe 
Law, Inc., New York, as accoun 
executive. Appointment of M 
Carow is part of a reorganizatio 
of the Treasury savings staff tha 
has followed the resignation 0 
Ted R. Gamble and appointmen 
of Vernon Clark, Iowa _ lumbe 
dealer, as director of the progran 


G-M Appoints Riley 
for Overseas Operations 


Edward Riley, vice-president 4 
General Motors Corporation, D 
troit, and general manager of th 
overseas operation division, ha 
been appointed group executive 
charge of overseas operations, suc 
ceeding James D. Mooney, wih 
has become head of Willys-Over 
land. 

When the company created 2 
overseas division in 1938, M 
Riley was named assistant gener! 
manager, becoming general mab 
ager in May, 1941. The followin 
March, he was elected a \ice 
president. 


To Book Find Club 


Lincoln Diamant, former 
eral manager of the Intercolle 
Broadcasting System, New Yor! 
and previously with ABC al 
CBS, has been named direct r 0 
press and radio promotior ° 
Book Find Club, New York. 


Louis Carow J: 
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An Want to hit the reader jackpot? 
a Follow the lead of smart advertisers. 
ort Harness your ads to the momentum 

a created by parade’s consistent 
ctel leadership in readership . . . See how plus 
e editorial response generates plus 
- response to your sales messages. 
), 00 

parade’s arresting power is deliber- 

me ately planned into every issue. Editors 
i. concentrate on non-controversial 
am subjects packing universal interest. 
on Each story is a motion picture in print. 
are For the first time the eye magnetism of 
ad j 
Ctio 
pan 
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WMS tor Sina aderlies ; 


the screen is combined with the lasting 
influence of the printed page. 


Higher readership is the result . . . 
page-by-page, Sunday after Sunday. 
Multiply that force by over 2,250,000 
families and you have impact that 
makes volume sales inevitable. 


Write parade, 405 Lexington Ave., N. Y. 17, a 
N. Y.+ 135 So. La Salle St., Chicago 3 + 3975 
Penobscot Bldg., Detroit 26+ Or Keenan & 
Eickelberg, 235 Montgomery St., San Fran- 
cisco 4 and 411 West 5th St., Los Angeles 13. 
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This is one ot a series of advertisement 
appearing in automotive trade publications 
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Seagram Hits the Ball 


It is passing strange that inci- 
dents such as Seagram’s congratu- 
latory ads in connection with “Lost 
Weekend,” the movie which por- 
trays so vividly the life of a con- 
firmed drunkard, should be so rare 
in this business—a business which 
is generally conceded to employ 
the finest creative talent in the 
land. 

It is even more strange that men 
whose very business life depends 
on their ability to gauge public 
opinion and to mold the actions of 
multitudes should continue to be 
so naive as to believe that it is 
better for them to attempt to sup- 
press a picture like “Lost Week- 
end,” rather than to welcome 
it and to agree with the lesson it 
teaches. 

Even the most unsophisticated 
of liquor men must know that such 
things as chronic alcoholism exist. 
Presumably none of them advo- 
cates the use of their potions to the 
point where even’ temporary 
drunkenness is induced. Yet they 
are stupid enough to do everything 
possible to prevent a discussion of 
such a subject, afraid that public 
portrayal of a character in the 
last stages of habitual drunken- 


ness will be harmful to their in- 
dustry. 

To our mind, the wise and sen- 
sible Seagram approach has saved 
the alcoholic beverage industry— 
much against the will of some seg- 
ments of the industry—from the 
single most important public rela- 
tions difficulty which has faced it 
in many a year. 

No one can defend cancer cures 
that don’t cure, or obesity reme- 
dies that poison, or the over-use of 
alcoholic beverages to the point of 
drunkenness; and no one should 
try to defend them. It is not only 
more honest but much better busi- 
ness to face the problems of ex- 
cess, and to do whatever can be 
done to minimize their occurrence. 

“If you can’t beat ’em, join ’em,” 
is a flip phrase, but it isn’t a bad 
motto for those concerned with 
public relations. Let’s not waste 
any more time and energy trying 
to smother discussion of conditions 
that ought to be changed. Instead, 
let’s be willing to join in an in- 
telligent effort to change the con- 
ditions which need changing, with- 
out tearing down the whole house 
to put out a fire in the waste 
basket. 


Twiddle-dum and Twiddle-dee 


A few weeks ago the American 
Association of Newspaper Repre- 
sentatives presented a_ detailed 
study to the Media Men’s Associa- 
tion of New York, analyzing the 
comparative costs of delivering a 
selling message through newspa- 
pers and radio. Last week the Na-| 
tional Association of Broadcasters, | 
with the assistance of two net-| 
works, presented a similar study | 
before the same group. Naturally, 
the results shown and the conclu- | 
sions drawn in the two studies 
were not exactly identical. 

We do not want to deprecate 
the importance of studies of this/| 
nature, nor to urge the develop- 
ment of a namby-pamby world of 
advertising selling in which each | 
medium, Gaston-like, yields first 
place to its competitors. Further- 
more, these competitive media an- 
alyses sound exciting, and make 


good copy. 
But we hope the newspaper 
men, the radio men and the media 


men who heard their presenta- 
tions will not lose sight of the fun- 
damental fact that the big chal- 
lenge facing advertising is not to 
decide which types of media are 
less costly, but to learn to use all 
types of media more effectively. 
Only if media are used intelli- 
gently and well, and fitted care- 
fully into the over-all merchan- 
dising and marketing efforts, can 
advertising hope to perform the 
tremendous tasks which face it. 
Fortunately, the newspaper and 
radio spokesmen, as well as the 


spokesmen for all other types of | 


media, recognize this problem, and 
they do not devote all their efforts 
to proving competitive value. In- 
stead, they are devoting more and 
more intelligent effort and re- 
search to the vital subject of 
bringing advertisers scientific, us- 
able information on how to get 


| better results from their advertis- 


ing by using all media more ef- 
ficiently and more effectively. 


ey 


es. 


—Alan Dunn for Architectural Record 


"There's one thing | don't, like about these magnesium houses, my dear. . .” 


Potency Indicator 

One of the things we’ve been 
wanting to tell you about, now 
that your New Year’s Eve hang- 
over is a thing of the past, is the 
super-deluxe menu which Bris- 
acher, Van Norden & Staff has de- 
veloped for the Tonga room of 
San Francisco’s Fairmont Hotel. 

The bar portion of this menu 
lists all drinks in the order of 
their potency, from “zero to 15 
fathoms” up to “50 fathoms,” with 
the warning to customers to 
“watch out when you pass the 
20-fathom mark .. . the pressure 
is terrific.’ This is probably a 
notable addition to menu-making 
in any event, but in the case of 
the Tonga room, where such mun- 
dane drinks as manhattans, mar- 
tinis, whisky sours and Scotch and 
soda are notable for their absence, 
the potency score is almost a 
necessity. 

Nowhere else in the country, 
perhaps, is it quite so easy for the 
patron to acquire a slight case of 
dizziness merely by glancing at 
the menu, and without the neces- 
sity of sampling any of the items 
listed. Some small concession is 
made to the sophisticated hick by 
| the inclusion of daiquiris and zom- 
bies on the menu, but that is all. 
For the rest, the befuddled reader 
who wants to get somewhat more 
befuddled must choose between a 
series of concoctions ranging from 
the Tahitian honeybee in the low 
fathom brackets through the Jose 
grunt, beachcomber’s gold and 
shark’s tooth, to the Polynesian 
Luau in the deepest fathoms. If, 
having completed the journey, he 
is still able to make the bartender 
understand that he wants to finish 
the evening with a liqueur eupho- 
niously called Ng Gar Pai, he 
should be ready either for his 
doctorate in civilized drinking, or 
for his doctor. 


Not Air-Minded 

At the conference of bigwigs in 
New York’s Waldorf-Astoria a 
week or so ago, to discuss ways 
and means of safeguarding the 
public’s wartime savings against 
gyps and frauds, one of the high- 
lights was a bit of by-play on the 
part of R. R. Deupree, who pre- 
sided. 

Part of the proceedings were 
| broadcast, causing Mr. Deupree 
|some nervousness, so that at the 
end of the broadcast period he 
| turned to the engineer and said: 
| “Are we off the air? Thank God. 
It’s a great strain to be on the air.” 

Niles Trammell, NBC president, 
who happened to be sitting next 
to your Ad-libber, and other radio 
moguls laughed heartily, but with 
tears in their voices. 


You see, Mr. | variety 


Deupree is president of Procter & | tions. + 


Gamble, the nation’s biggest spon- 
sor of radio shows. 


Certain Victory 


This classified on the Chicago 
Tribune financial page stopped us: 


G. I. PREFERS BRITISH GIRL 


Former G. I1., responsible Chicago 
business man, will return E.T.O. by 
air about March 1 in order to per- 
suade beautiful and brilliant British 
Redhead to say “yes.” 


Plan necessitates spending several 
weeks in LONDON, GLASGOW, 
PARIS and ROME—which time may 
be put to profitable advantage for 
any Legitimate sales or promotional 
enterprise or business requiring 
PERSONAL CONTACT employing 
Tact, Judgment, Dependability and 
Resourceful Perseverance thru the 
medium of Experienced, Successful, 
Intelligent Direction. 

No problem too big, 
cated or too small. 

Certain victory will inevitably at- 
tend those I represent. 


Address S E 148, Tribune 
Love will find a way! 


too compli- 


Jottings 

The Los Angeles Times has 
a special “Welcome Home” edition 
which is distributed by military 
authorities to troop ships entering 
the Los Angeles harbor. It’s an 
eight-pager, with maps of the city, 
messages of welcome, entertain- 
ment features and guide, etc. We 
haven’t the latest figures, but a 
month or so ago distribution had 
totaled 100,000... 

KMBC, Kansas City, has de- 
veloped another promotional de- 
vice—a trademark slogan PER- 
PETUAL proMOTION, to empha- 


size the “plus. service’ which 
KMBC advertisers get... 
Credit for the most involved, 


interesting and longest-lived 
Christmas greeting probably 
should go again this year to Hugo 
Gernsback of Radio-Craft Maga- 
zine. Each year Mr. Gernsback’s 
greeting takes the form of a 
burlesque of a well-known maga- 
zine. This year Time got the call, 
and came out “Tame,” dated 
Christmas, 2045. The 36-page is- 
sue is replete with articles and 
illustrations of “100 years of the 
atomic age.” ... 

Financial World, New York, has 
just released a 32-page sketchbook 
of leading corporation annual re- 
ports of 1945, called, “Guide Posts 
to Better Stockholder Relations.” 

For the seventh consecutive 
year, the Philadelphia Inquirer has 
issued a special business calendar, 
containing specialized information 
for the convenience of Philadel- 
phia retail merchants and other 
business men, giving them dates 
for promotions and tie-ups, and a 
of promotional sugges- 


é 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 


No. 2601. Through Music to a Na- 
tional Markct. 


This brochure, issued by Con- 
cert Program Magazines, tells the 
story of the development of con- 
cert-going in this country, and the 
development of the concert pro- 
gram as an advertising medium. 
Included are a map showing circu- 
lation centers, a seasonal circula- 
tion breakdown, and a list of ad- 
vertisers. 


No. 2602. Sunday Comics in Texas. 


Texas Sunday Comic Section, 
Inc., Dallas, has issued this book- 
let, which contains a series of 
market maps indicating the group’s 
circulation, population, effective 
buying income, retail volume and 
family coverage. A list of news- 
paper members of the group is 
given, along with details on what 
it costs to use TSC. 


No. 2603. Some Things You Should 
Know About Food Advertis- 
ing in Washington, D. C. 

Leading food brands advertised 
in the Washington Post are listed 
in this brochure, which includes 
names of corporate chains, retail 
co-op groups and local supermar- 
kets and the number of stores in 
the area. How the Post stands in 
local and national food advertising 

for the first nine months of 1945 

is shown in tables and charts. 


No. 2595. Three Star Market. 


The Philadelphia and Camden 
N. J., markets are the subject of 
this study, issued by J. David 
Stern, publisher of the Philadel 
phia Record and Camden Courier 
Post. The brochure points out the 
particular features of the circula 
tion pattern of Philadelphi: 
papers, and cites the fact tha 
Camden, statistically and geo 
graphically, is part of Philade! 
phia’s 14-county trading area, al 
though it is a distinct market a: 
far as newspaper reading habit 
are concerned. 


No. 2536. It’s in the Cards. 

In this booklet Better Farm 
gives a report on the answers t 
a subscriber survey, showing hov 
the publication’s readers stack uf 
as farm, dairy and poultry op 
erators. Their answers to thé 
questionnaire also indicate thei 
plans for the purchase of autos 
tractors, balers, freezers and othe 
equipment after the war. 


No. 2584. Here to Stay. 

Railway Supply News has 3s 
sued this file-size presentation ° 
railroad product information 
which includes statistics on 
railroad market; buying pro e 
ures; market potentials and 
tails on the editorial policie 
and reader reactions to Rai 
Supply News. 


aCraAt 


No. 2576. You Can Get Spac ! 
Newspapers. 

This reference book for bu’! 
of newspaper space was prep © 
by a group of newspaper re'é 
sentatives who are membe! 
the American Associatic 
Newspaper Representatives. 
ulations of circulations and 
for a list of markets show ¥ 
space buyer newspapers tha’ 4 
available to him in the ever’ 
cannot get space in major mew 


paper units of the market. 
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Re MORE THAN ONE-THIRD 


of ALL THE PEOPLE in the 


UNITED STATES are UNDER 


21 YEARS of A 


6 | ie 
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The National Comics Group 


ACTION COMICS BUZZY MUTT AND JEFF 
ADVENTURE COMICS COMIC CAVALCADE REAL FACT COMICS 

ALL AMERICAN COMICS DETECTIVE COMICS REAL SCREEN COMICS 
ALL FLASH COMICS FLASH COMICS 

ALL FUNNY COMICS FUNNY FOLK SENSATION COMICS 

ALL STAR COMICS FUNNY STUFF STAR SPANGLED COMICS 
ANIMAL COMICS GREEN LANTERN SUPERMAN 

BATMAN LEADING COMICS WONDER WOMAN 

BOY COMMANDOS MORE FUN COMICS WORLD'S FINEST COMICS 


Represented Nationally By 
P ! ! 


RICHARD A. FELDON @ CO., INC. 


420 Lexington Avenue, New York City 


Chicago * San Francisco ° Los Angeles 


EE AE A A OE TR 


HESE young Americans have “favo- 

rites" in everything from chewing-gum 
to automobiles. How they feel, what they 
think and believe about your product is a 
potent factor in its present and potential 
popularity ... present because the brands 
they buy and the preferences they express 
are reflected in the purchases of their fathers, 
mothers, aunts and uncles... potential be- 


cause today’s youngsters are the fathers, 
mothers, aunts and uncles of tomorrow. 


The part they play in fashioning the family’s 
living pattern is big and vital. Make your 
brand one of their favorites by advertising 
in comic magazines! 


The National Comics Group currently com- 
prises 26 outstanding comic magazines which 
carry the above symbol on their covers as 
identification of the best in comic reading 
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Five Hundred Thousand Guaranteed | 


newsstand sales up 51%, Blslibb AFIELD (goat: 


the lowest-cost coverage of men whdbuy th 


70 SELL SPORTSHTEN — USE THAD, 
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bought by more sportsmen . - 
Mprovides the biggest circulation. . 


lLuy the best of everything. 
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PAA Members Told 
Commerce fo Aid 
West's Business 


Delegates Hear 
Advertising Lauded 
for War Role 


Phoenix, Ariz., Jan. 15.—De- 
partment of Commerce plans to 
aid small business men in the 
West were outlined by George M. 
Reynolds, assistant to the Secre- 
tary of Commerce, at the Pacific 


Advertising Association’s midwin- 
ter conference here Jan. 11-12. 

Mr. Reynolds said Commerce ex- 
pects to establish an office in 
every state in the West to aid 
small business, and Congress will 
be asked soon to place a top offi- 
cial of the department in one of 
the 11 states who can make deci- 
sions without consulting Washing- 
ton, D. C., headquarters. 

Delegates to the PAA meeting 
—from California, Oregon, Wash- 
ington, Colorado and Arizona— 
considered the announcement so 
significant that a committee was 
appointed to draft a _ resolution 
urging Secretary of Commerce 
Wallace to act on the matter im- 
mediately. 

In his talk, Mr. Reynolds re- 
viewed the rapid industrial growth 


of the West during the war period, 
and told the advertising delegates 
they now need a mass market for 
their growing mass-production in- 
dustries. 


Commerce Studies West 


“The East already has captured 
the markets where the greatest 
population lives,” he said. “Your 
hope lies in a growing demand in 
your Own area and a healthy in- 
crease in your export market. If 
you are to capitalize fully on 
your growth, you must free your- 
self from monopoly control from 
the East, break up your local re- 
straining combines, and _ fully 
realize the American dream of 
free competitive enterprise both 
in agriculture and industry.” 

He said the Commerce Depart- 


ment is finding out, under the 
leadership of Mr. Wallace, what 
business men in the West need, 
and “within the scope of its ap- 
propriations,” proposes to furnish 
it. 

Mr. Reynolds said small business 
men frequently declared, “Leave 
me alone!” when government of- 
fered aid, and pointed out that 
those who need business aid and 
services most are the ones who 
most resist such aid. 


Needs Selling Job 


“There is a selling job to be 
done, and that means advertising 
men will have to help,” Mr. Rey- 
nolds said. “The department has 
a valuable product to sell. Big 
business has been using Commerce 
services for years and has found 
them profitable. The same service 
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T* Colossus, the American farmer, has made 
possible the building of our towering cities. 


If that sounds far-fetched, remember that when 
America was young, 9 out of 10 of our citizens were 
required on farms to raise the necessary foods and 
fibers. But where it used to take a man 173 minutes 
to raise a bushel of wheat, it now takes only 3.3 
minutes. Where it used to take 55 minutes per 
bushel of corn, it now takes only 8. 


Our farmers have become so efficient that agri- 
culture today needs only a fifth of our workers. 


The others have been 


able to build our towns 
and cities and devote 
their labors to making 


of 


America a land 


luxury ... a land of arts, sciences, education, 


building, industry... . 


* ok * 


For 114 years Country Gentleman has carried the 
news of and to farmers... the news that has made 
them the most competent and most prosperous 
people of agriculture in all the world. 


Through those years, moreover, Country Gentle- 


man has always put the farmer’s interest above 
all others, not only in its editorial and advertising 


policies, but in many services apart from the 


publishing of a magazine. The result is that C. G. 
has won a unique affection with 


America’s farm 


added weight and 
article, story, feature 
ment — it carries. 


families . . . giving 
prestige to every 


and advertise- 


National Spokesman for Agriculture 
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has been available to small busi 
ness all these years, but it ha 
not been well advertised, not man: 
of the smaller operators knew o 
it, and the department has hai 
only a small field force to sell its 
products. 

“You advertising men can hel 
business by helping us improve 
our service to business.” 

Pointing out that the depart- 
ment now has no office betwee 
Dallas and Los Angeles, nor be- 
tween Denver and San Francisco, 
nor between Minneapolis and Se- 
attle, Mr. Reynolds said it hopes 
to have wider coverage throug) 
possible establishment of an office 
in each state and cooperative ar- 
rangements with advertising agen- 
cies, chambers of commerce, 
banks, libraries and trade asso- 
ciations. He disclosed that field 
teams, each composed of three 
men—a resource specialist, an in- 
dustrial engineer and a market 
analyst—will work out of the de- 
partment’s field offices. Then, sup- 
ported by field information, and 
analyses gathered in Washington, 
they will counsel and guide com- 
munity leaders in establishing 
local industries. 

“The Department of Commerce 
believes in profits and in free com- 
petitive enterprise,” he said. “It 
believes that to attain full em- 
ployment and full production there 
should be close cooperation be- 
tween business, agriculture, labor 
and government. 


Backs Private Initiative 


“It believes that the govern- 
ment’s responsibility is not to 
guarantee jobs and markets, but 
rather to assure opportunity for 
business, agriculture and labor. 
This distinction is of crucial im- 
portance, for it means the differ- 
ence between a system relying 
upon individual initiative and 
paternalism. 

“Government must see that basic 
economic conditions are _ suffi- 
ciently favorable to offer job and 
market opportunities to individ- 
ual businesses which display rea- 
sonable initiative, resourcefulness, 
adaptability and efficiency. Gov- 
ernment action must not be di- 
rected to subsidizing the inefficient 
at the expense of the public or 
to maintaining the status quo for 
every vested interest.” 

During other sessions of the 
meeting, association members 
heard addresses by Albert E. 
Winger, New York, executive vice- 
president, Crowell-Collier Publish- 
ing Company, and Dr. N. H. Engle, 
professor of business economics, 
University of Washington. 

Describing advertising during 
the war, Mr. Winger said that 
while four years ago it was on 
“trial for its life,” war service 
campaigns had pulled it through 
and that advertising now occupies 
a high place in public esteem. 

Dr. Engle touched on the same 
theme, pointing out that both 
President Roosevelt and Preside t 
Truman endorsed advertising fr 


its part in the war. 
DRUGS, FOOL), 


MANY sx*:,: 


are OVERLOOKING A MARKE! 


That’s as wide and broad 


COSMETIC,, 


the United States itself. 


| Cosmetics, drugs, foods, drinks 

| everything from automobiles 0° 
zithers are purchased at the ree 

| of seven billion dollars a year 
this very active home market. I 5 
easy to overlook because we're | |! 
so close to it. But it’s easy to rea 
too. You reach the big Americ " 
Negro market through the r 
papers to which the Negro lo 
for guidance. The good will, c 
fidence, and regular patronage 
the Negro can be won and held 
advertising in the Negro pap 

You owe it to your business 

get the facts about the succ 
stories built upon reaching t 
great and growing market throt 
advertising. Write to Interst: 
United Newspapers, Inc., 545 Fi 

| Avenue, New York. Get the fa 
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\avertising Age, January 21, 1946 


More Newspaper 
Studies to Come, 


Survey Indicates 


Chicago, Jan. 15.—A definite 
trend toward use Of market sur- 
veys and analyses by newspaper 
advertising staffs was reported 
here today by R. C. Harris, na- 
tional advertising manager, Buf- 
falo Courier-Express, at the win- 
ter meeting of the Newspaper 
Advertising Executives Associa- 
tion. 

Mr. Harris revealed that, on the 
basis Of a survey of newspaper 
merchandising practices under- 
taken by him recently, 22 of 48 re- 
sponding newspapers having large 
circulations are now “doing an in- 
telligent job” of merchandising 
and, in specific replies, report some 
kind of market research. 

Of 72 small newspapers re- 
sponding, he said, ‘“‘most resist re- 
quests and do as little as possible” 
for retailers or national advertis- 
ers, and replies by 51 medium-size 
newspapers reveal the dominant 
note, “We do not want to go over- 
board.” 


Large Dailies in Lead 


Of the larger newspapers, 46% 
report specific research or other 
outstanding merchandising opera- 
tions — nine telling of continuing 
studies of the flow of merchandise 
either at the retail or consumer 
level, and 13 doing much research 
and expressing plans or hopes for 
“reporting the flow of merchandise 
or who buys what, where and 
why.” Only 24% of medium-size 
papers and 8% of small papers fall 
in this progressive class, he as- 
serted. 

Questioned about policies, 55% 
of all papers questioned said they 
offer merchandising service, and an 
additional 44% will render one or 
another service on request, Mr. 
Harris said. About half of those 
questioned indicate they plan to 
expand merchandising _ services. 
Asked “Is the amount of service 
related directly to size of (adver- 
tising) schedules?” 52% of the 
large papers replied affirmatively, 
as compared with 61% of the 
smaller papers’ affirmative re- 
sponse. 

Mr. Harris pointed out that an 
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NAEA survey on merchandising 
plans, undertaken in 1944, showed 
that 5146% of responding newspa- 
pers expected to “go back to ex- 
tensive merchandizing after the 
war,” with 37.7% not expecting to 
expand such services and 10.8% 
uncertain at that time. 

The survey also covered numer- 
ous specific services, such as sup- 
plying mailing lists, merchandise 
letters, folders and broadsides, 
street and area maps, publication 
of trade letters, installation of win- 
dow displays, etc. Mr. Harris de- 


fined merchandising as “the 
gathering and furnishing of infor- 
mation to advertisers, retailers and 
readers that will be helpful in 
selling merchandise.” 


Philips Named V.P. 


A. Edwin Philips, for the past 
four years president and director 
of White Rock Corporation, New 
York, and before that vice-presi- 
dent and general manager of Tea 
Garden Products Company, San 
Francisco, has been named vice- 
president in charge of marketing 


of International Plastic Corpora- 
tion, Morristown, N. J. 


Ranson Joins WHN 


Jo Ranson, formerly with the 
NBC press department and radio 
editor of the Brooklyn Eagle, has 
been named publicity director of 
WHN, New York, succeeding 
George Lewis, who will devote his 
time to the formation of a Comedy 
Clinic and writing the history of 
Gag-dom. Mr. Lewis will also 
maintain a free lance publicity 
office at 373 Central Park West, 
New York. 


17 
_Thoenebe Elected V.P. 


| Herman S. Thoenebe, copy chief 
,and industrial director of John 
|Falkner Arndt & Co., Philadelphia 
|agency, has been elected vice- 
|president in charge of the indus- 
trial department. 


Dairy Group Appoints 

Dairymen’s League Cooperative 
Association has appointed Agri- 
cultural Advertising & Research, 
Inc., Ithaca, N. Y., and New York 
City, to handle its advertising and 
public relations. 


S0.../P GO YOUR 
SLEEVES / 


You begin by taking on a 


job you know is no cinch— producing top-quality 


paper these days. In spite of shortages and 


reconversion upsets, you have high standards 


to meet. You know everyone expects something 


extra special from the world’s largest maker of 


papers. 


So up go your sleeves. You call on every extra 


ounce of your paper-making skill. Your war-tried 


experience goes to work overtime. And—what 


results you get! 


Take INTERNATIONAL OFFSET, for instance. 
When ready, it goes to the field. Back come the 


reports: “It’s tops for appearance and all-around 


adaptability.” “Couldn't ask for 


get more?” 


year—or any year.” “A knockout— when can we 


a finer paper this 


Yes, INTERNATIONAL OFFSET is a best seller— 


not enough to go around right now. But there will 


be... along with other International Papers which 


stand out on any basis of comparison. Interna- 


tional Paper Company, 220 East 42nd Street, 


New York 17, N. Y. 
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POSTWAR BUILDIN 


THE BUILDING INDUSTRY 
Can Build Full Employment 


See Here, Private Construction 


People accuse us of being optimists. Masbe 
we are. But most worries never happen. and 
most wories the building industry has. 
about building mght now, probably won't 
happen cither, 


There are serious problems. of course. There 
wre also sorfie alarming ideas proposed in 
Washington to hamper building. and there 
is a pretty vocal clique of professional Wash- 
ington worriers, who make their living largely 
by keeping business men stirred up. 


Let's not forget one thing. There ave a few 
sound and sensible men in government who 
are not going to lose sight of the fact that this 
country has to have building quick. and par- 
ticularly home building. We have to have it. 
not only because people need homes. but also 
because people need jobs and nothing ts so 
important as that. Sure. OPA has made im- 
practical proposals: FHS appraisal polics 
todas is too narrow. Phese and other serious 
problems will be volved because thes must be. 


But we in the building inc have 
big problems of our ov 
to get our minds on © 


The +5 million 

the next 10 vears 
New churches, schod 
factories, bowling 4 
and other light cor 
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POSTWAR BUILDING 


The Prescription Is Working 
Bitter Medicine 


Today, the building industry is taking some 
bitter medicine, much of it in heroic doses. 


Its problems are more numerous than those 
of any industry I know of. (1) There is a 
shortage of materials and labor. (2) In the 
larger cities, obsolete labor practices and 
building codes still prevail. (3) Government 
regulations, considered by many as being un- 
fair and retardant, have not been lifted. 


These problems and many others, are impor- 
tant. But not to the extent that the building 
industry need be held back indefinitely. 


And industry which is alive to its ills, and 
knows what they are, has nothing much to 
worry about. Maybe they will have to take 
more bitter medicine than they want to. 
As long as there is life, there is nothing 
serious to worry about. In the building in- 
dustry, the “building” body is virile. And 
this no one can deny. 


As a kid, I remember my mother used to pro- 
mi good or bad accorgi 
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POSTWAR BUILDING 


VETERAN—Couple desires lig-3 ret oy-, 
_linprovements. Call mornings. SE 3-2144. 
2 RETURNING service men need 4-room 

rertment: urgent Bklyn. NA 8-5160. 


"RSE® an 
returned overseas, desperately need 
rooms, heat, refrigeration: East Side, 40th- 
80th; permanent occupancy; moderate ren- 
ital. _F63_Times. 
PHYSICIAN, veteran just returned, de- 
sires 4-5 or 6 room apartment for home 
pee ence use; Jackson Heights. PR 
NEEDED immediately, 2-bedroom apt or 
house in any g residential district, 
convenient daily- commuting: couple 
small daughter. Days, BR 9-9800, t 92. 
APARTMENT, 2-3 unfurn or furn rooms, 
veteran and wife, would pay $40-$45: 
steam heat, Frigidaire preferred. Abbott. 
231 E 86th. 
ENGLISH doctor and wife on scientific 
mission at Rockefeller Institute urgently 
need 2-room unfurnished or furnished 
apartment: max $100. Todd. RH 4-1346. 
EX-MARINE & poor old gray haired 
mother need 2 bedrm apt. Call around 
praesest time, 1-5 PM. ST 4-6614: furn, 
unfurn. ; 


AGONY COLUMNS 
They Stretch Coast-to-Coast 


Cry Action 

If ever a situation cried for action—or havoc, 
one or the other—it is the situation in the 
building industry today. The building indus- 
trv is not to blame, but will be blamed. The 
truth is that neither private industry, nor 
government, can provide homes as fast as 
they are needed. 


All building, particularly home building, is 
off to a much slower start than anyone ex- 
pected. Labor is slow in returning to con- 
struction jobs; to factories, mines and forests. 
Thus, materials are slow coming through. 
Such materials and labor as are available are 
going to non-residential jobs, with labor get- 
ling over-the-scale pay. 


But returning GI's and the civilian public 
are fast losing patience. ‘Thev understand 
why thes have to wait for new automobiles, 
refrigerators or white shirts. They don’t un- 
derstand why they can't find a place to live. 
‘Lo meet Ugis explosive situation, we are urg- 
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OES INTO ACTION! } 


Here’s How The Spark That Exploded America’s Postwar Housing 
Bottleneck Was Generated By America’s Leading Building Publication 


If you will look in the United States News, issue of January 
18, or Newsweek, issue of January 28, you will see an 
advertisement like those pictured on the opposite page. It 
is headlined “PRACTICAL BUILDER GOES TO WASH- 
INGTON” and here is what the copy said: 


Long before Order No. L-41, restricting building con- 
struction, was lifted on October 15, 1945, we knew that 
history’s worst housing crisis was in the making. 


We foresaw that the public, completely misunderstand- 
ing the actual situation, would lay the blame in the 
wrong places. 


Over a year ago we had pointed out editorially what the 
situation was going to be: We knew that too much build- 
ing material which ought to be used for housing was 
likely to be used up for factories, commercial building, 
the military, and state, federal and local projects. 


Then, in PB’s November 1945 Red Letter—No. 160 of 
our series of news letters to the building industry—we 
proposed a four-point program of voluntary action, and 
cooperation by the Government, calling on every one con- 
cerned to give all building materials housing priority. 
An advertisement stating this four-point program was 
published in the United States News, and Red Letter 
No. 160 was sent to important people in Washington. 


Then came PB’s Red Letter No. 161 of December 11, 
which went all-out in detailing this voluntary program. 
It, too, was sent to all important people in Washington, 
including Senators and Congressmen. Meanwhile, a na- 
tionwide telegraphic survey confirmed what we already 
knew: That builders had done a great job in starting 
more than 125,000 homes in the first 60 days after L-41 
was lifted. But most of these were lying half-built, be- 
cause bathroom fixtures, lumber, brick, tile, furnaces, 
valves and fittings, cast iron pipe, and a hundred other 
things—and labor—just weren’t coming through. 


It was these Red Letters, published by Practical Builder, 
plus an editorial in November PB, that furnished the 
spark which touched off the explosion in Washington. 
Answers came snapping back like rubber bands. Here 
are just two: 


From Representative Wright Patman: “If builders 
over the nation to a man would follow the course of 
action outlined in your Red Letter of December 11, such 
cooperation would go a long way toward eliminating 
some of the factors which make our housing crisis so 
severe. In turn the Government, on its part, should do 
everything possible to secure an increase in the produc- 
tion of building materials, to see to it that available 


supplies are distributed on an equitable basis to protect 
the builder and the buyer from inordinate profiteering.” 


And from John Blandford of the NHA: “The prelimi- 
nary working conference on housing construction for the 
1946 market... will touch on most of the points outlined 
in the Red Letter which you sent me.” 


The proposals President Truman came up with were not 
in exact conformance to our Red Letter proposals. They 
are not all good and they won’t work 100%. But we did 
get action; and building materials are now being chan- 
neled into postwar housing where they belong. If all of 
us now work with this program, nine-tenths of America’s 
housing problem is well on the way to being licked. 
* * * * 


Thus was the postwar housing bottleneck cracked. Thus was 
action obtained in Washington—even after public opinion 
and the white-hot indignation of thousands of service men 
and their families had failed. 


It was Practical Builder’s complete knowledge of the build- 
ing industry that got action in Washington. And, it is be- 
cause PB is so alive, so alert, so active in leadership that 
more than 58,000 progressive, responsive, action-minded 
building contractors and other building professionals in 
America subscribe to and pay for Practical Builder each 
month. 


These 58,000 paid readers of Practical Builder are the men 
that are going to order, buy and use the materials that will 
be used in America’s Number One Market...the 15,000,000 
homes that MUST be built fast! If you have something to 
sell them, you MUST reach them through the pages of the 
world’s largest and most active publication of its kind. 
Practical Builder, 59 East Van Buren St., Chicago 5, IIl. 
Also publishers of Building Supply News. 


A NOTE: Our periodical news letter for the building industry, Red Letter, will be mailed to you without obligation. Just 


request it on your business letterhead. 
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sts Some business papers make news Te 
= with some kind of ‘first.’ But CSA st 
sts has been ‘feasting on firsts’’ for 20 gs 
sce years—BIG firsts like: tee 
eee 
set DRUGGIST EDITIONS: Large Size 
at Week, Toilet Goods Sales Manual, 
isi Sundries Buying Directory, Gift Direc- 
sit tory. VARIETY EDITIONS: Display 
se5 Manual, Toiletries Manual, Manufac- 
355 turers (Chain Store) Directory, House- 
Bees = furnishings Manual. FOUNTAIN-RES- 
ze TAURANT SECTION: Maintenance 
es! Manual. GROCERY EDITIONS: Gro- 
a cer’s Manual, Produce Manual, Meat 
: 3 Manual. ADMINISTRATION EDITION: 
BSE Store Equipment Directory. THIRTEEN 
=e FIRSTS—count ‘em! 
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FEREECE marked for chain store moderniza- - 
siserct tion and construction in 1946. CSA =5 
pescies Administration Edition, Jan., gives 32 
AGRI breakdown. Reprint sent upon re- 25 
Piscish ef 
eseass bs = 
 ecetebas Seer aee eee ee elatstsupere rite“ eet 
t SUSSGScSCSEASarSecescccssiissseesssssessesee se cohae 
| FERESES SES: 253 
| HHH: AT 
Brest sss ge 
: Hae 5% 
Beksteess < 
JEEEHRE TOILET GOODS 
ania SALES MANUAL 
Shee eee ee 
Br erateese! In CSA Druggist Editions for April 
Suen eaem se! ‘ ° . 
cruacesscs' — special section — sixth annual 
Secsestures: §=TOILETGOODSSALES MANUAL. Rf 
Seteersacs, Some 8000 subscribers will get ts 
Btegeeesses = this basic reference book for toilet i§ 
eats ttt goods sales-people. Also read by ; 
BYystuesests drug chain buyers, store man- : 
yeceiet. agers, other execs. Ads get full . 


: year reading. Deadline: March 20. 
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Chain Stores Tab 


$500,000,000 for 
1946 Renovation 


New York, Jan. 15.—U. S. chain 
stores will spend $519,567,953 in 
1946 for modernization and con- 
struction, Chain Store Age re- 
ported last week, based on a re- 
cently-completed survey. The pub- 
lication points out that the amount 
is equivalent to 26% of the amount 
estimated by the U. S. Depart- 
ment of Commerce to be spent in 
1946 for all private new industrial 
and nonresidential construction. 

The survey, 10th of its kind 
made by Chain Store Age, differs 
from its predecessors in that the 
current figures are amounts to be 
spent in 1946, whereas previous 
survey figures reported on what 
had been spent in the years they 
covered. 

Reports from 515 companies, op- 
erating 19,888 stores—about 15.9% 
of all chain stores in operation— 
gave a cross section from which 
conservative estimates were tabu- 
lated. A survey in 1943 estimated 
that $500,000,000 was available as 
a backlog for store construction 
and modernization. All sums used 
in the final tabulation are based on 
store construction and moderniza- 
tion, and do not include sums to 
be spent for warehouses and of- 
fices. Nor does it include sums 
to be spent by landlords on stores, 
etc.—an expenditure estimated in 
1941 to total $27,000,000. 


Few New Stores Planned 


Despite the vast estimated ex- 
penditure by the chain stores, the 
publication points out that it is 
not likely there will be an im- 
portant addition to the number 
of stores in operation. “New 
stores, including replacements, 
planned for 1946 are equal to 
8.43% of the number of stores 
now in operation,” it says. 

The survey presents a compara- 
tive study of the expenditures of 
chain stores for modernization in 
1941 and the estimated expendi- 
ture in 1946: 


Field 1946 1941 
Variety and 

depart- 

ment 

stores ...$337,159,568 $ 46,667,200 
Grocery 72,409,925 27,635,860 
og |) Pree 25,266,000 9,028,920 
Restaurant 35,047,560 7,111,630 
Apparel ... 18,680,000 11,025,000 
BO nswess 6,287,400 3,396,800 
Auto Acces- 

See 8,980,000 2,608,330 
Other chains 107,737,500 26,514,000 


Totals ....$519,567,953 $133,987,740 


Sun Chemical Organizes 


Four Main Divisions 


Sun Chemical Corporation, New 
York, formerly the General Print- 
ing Ink Corporation, has organ- 
ized commercial activities under 
four main divisions, following the 
recent acquisition of Warwick 
Chemical Company and A. C. 
Horn Company. 

Divisions will be General Print- 
ing Ink Company for printing inks 
and graphic arts products; A. C. 
Horn for paints, varnishes, etc.; 
fine chemicals to include the War- 
wick operations and the pigment 
unit, and overseas to promote ex- 
port sales and include General 
Printing Ink of Canada. 


Nielsen Signs WOR 


A. C. Nielsen Company, Chicago 
marketing research organization, 
has added WOR, New York, to its 
list of Nielsen Radio Index clients. 
The contract establishes WOR as 
the first NRI station client in the 
New York area. The WOR serv- 
ice will provide a measurement of 
the total audience of the station 
expressed in actual number of 
homes, and applicable to the en- 
tire primary area served by New 
York clear channel stations, as op- 
posed to merely the metropolitan 
area. 


Gillette Ups Stephens 


J. J. Stephens, sales represen- 
tative for the Gillette tire division 
of United States Rubber Company 
in the Pittsburgh area for three 


years, has been appointed mer- 
chandise manager of the division. 
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Advertisir 
DECEMBER SALES OF CHAIN STORES P 
7———. December ——~, % Gain —————|2 Months, % Gin n 
1945 1944 or Loss 1945 1944 or Loss 
Food Chains 
"Jewel ........-....+++---$ 5,827,509 $ 4,771,643 +22.1 aie aes 
Kroger Gros. & Bak. Co. 42,311,048  37.930,898 +12.0 $ 457,070,896 $ 448,381,416 25 
Sale Si ata 59,406,623 53.886.565 +10.2 664.623.382 656.624.966 ; an 
Group Total ..$101,717,671 $ 91,817,463 +108 $1,121,694,278 $1,105,006,382 | 5 
Mail Order 
¢Sears Roebuck $134,983,927 $119,822,908 +12.7 $ 983,453,028 $ 940,889,433 15 d e 
*Spiegel .. a: -.. 7781473 70,756. 389 | 
+Montgomery Ward ..... 83,232,358 76,467,705 -+8.8  651.679:855 617,886,061 5 
Group Total . $218,216,285 $19,290,613 +11.2 $1,635,132,883 $1,558,775,494 146 Now 
Drug Chains Gam 
CHOWA. 5.54%; ....$ 1,491,552 $ 1,157,965 +28.8 $ 12,490,560 $ 11,222,943 +1) 2 
Walgreen ..... voces 15,489'580 131551774 414.3 122: 129,803 120,299,449 ; Tells 
Group Total .. _.$ 16,981,132 $ 14,709,739 +15.4 $ 134,620,363 $ 131,522,392 
Variety and Miscellaneous Boston, 
Et | eer re 11,307,276 10,613,991 -6.5 121,565,512 118,823,743 —23 | vertising ¢ 
Colonial Stores ...... -. 14,638:235 —-10,229'123 +-13.8 89°31 1.028 89'277.795 day “is a b 
Consolidated Ret. Stores.$ 3,025,962 $ 2,589,324 +16.3 $ 25,749,010 $ 21,811,420 +189 ee 
§Diana Stores ........... 1,738,608 1.497.493 +-1.6 6:043'643 5:150,397 +173 jg lS Money 
Edison Bros. ... . 5,497,653 5,030,895  -+0.9 53,216,900 44,542,663 9M president | 
tFranklin Stores 3,003,111 2.688.482 +11.7 13'039,872 11998013 +87 A 
Grant, W. T......... 27'747'905 -26-471'120 +48 —«:179'557'577 —s-174'188.164 -.3 jg COrporatior 
+Green, H. L............. 10,590,088 10,621,725 —0.3 63,122,508 64,138,155 -—is Min a talk b 
Interstate Dept. Stores. 5.803.872 5.849.148 —0.8 41.606, 286 40.154.141 +434 d Sal 
Rieti ws Fis... .0s - 18,790,415 17,969,363 +4.6 126,038,945 127,955,060 —\s lan ales 
Lane Bryant, Inc.. _ 3,595,788 3,111,245 +15.6 37,452,225 35,109,084 +47 M ence at the 
tlearner ......... 11,768,672 12,133,956 —3.0 86,081,297 81,545,940 5.6 oak 
McCrory ....... 10,856.27! 1.017507 —I.4 71.282. 104 71,324,436 0; VECR 
+McLellan Stores 7,392,295 7,057,575 +4.7 40,695, 165 38,320,259 +4. The mini 
Murphy, G. C... . 15,103,912 —13'685'660 +10.4 95.905.410 88,936,595 +78 Ml program —i 
Neisner Bros. ... 6,046,137 5.932.224 +1.9 38'869.267 38.214.951 |) gg Prosram—1 
Newberry, J. J.. . 16,605,120 15.717'434 45.6 —-100.751905 95,867,623 +5. [tional and 1 
Penney, J. C.... 73,001,584 69,891,536 44.4 549,186,770 535,362,894 +24 ole materi; 
Schiff Company . -2:627'434 2.456.995 +68 22.300.285 20:980,250 +43 oo , 
Western Auto .. . 7,255,000 4,978,000 -+-45.7 58,817,000 47,160,000 +247/radio adve 
Woolworth, F. W . 71,751,473 67,592,575 46.1 477,131,974 459,843,938 +371 000.000 a - 
— ’ . 
Group Total ... .$325,146,811 $307,135,371 +5.9 $2,215,842,417 $2,210,705,521 +02q Such a figu 
Combined Total .......$662,061,899 $609,953,186 485 $5,107,289,941 $5,006.009.789 12) Ubitive ar 
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How Variety 
Uses Warehousing 


The war forced an increased 
use of warehousing by Variety 
syndicates. So the January 
issue of SYNDICATE STORE 
MERCHANDISER takes its 18,000 
readers behind the scenes and 
shows how the G. C. Murphy 
Co, (207 stores) operates its 
top-notch warehouse. 


(SYNDICATE) 


ANVETY 


ge 


e 115 stores. 


McCrory Stores 
Executive Changes 


R. F. Coppedge, newly 
elected chairman of the 
board of McCrory 
Stores Corp. (202 
stores) will continue as 
chief executive officer 
of the company. He is 
succeeded as president 
by F. W. Paul, former 
executive vice-presi- 
dent. 


Send for Latest Variety Marketing Data 


Why not take advantage of our 14 years’ experience in the Variety 
field and write for the following today? Free upon request: (1) 6-Point 
Market Data Folder; (2) Monthly Variety Market Bulletin; (3) State 
and Sectional Breakdown of Syndicate Variety Stores; and for $3: 


“Directory of Limited Price Variety Syndicates” 


Headquarters for Variety Store 
Marketing Data 


SYNDICATE STO 


largest Audited Circulation in the Variety Field 


79 MADISON AVENUE, NEW YORK 16, N. Y, 
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Only ‘Big Money’ 
Can Fight Brand 
Battle, Quinn Says 


Now ‘Blue Chip 
Game,’ Monitor Head 
Tells Sales Execs 


Boston, Jan. 15.—National ad- 
vertising and merchandising to- 
day “is a blue chip game and only 
big money can play,” T. K. Quinn, 
president of Monitor Equipment 
Corporation, New York, contended 
fin a talk before the 7th New Eng- 
36 Bland Sales Management Confer- 
7 Mence at the Hotel Statler here last 
week. 

The minimum cost of a national 
program—including sales promo- 
tional and merchandising point-of- 
sale material along with space and 
47 |radio advertising—is about $1,- 
3.799 000,000 a year, Mr. Quinn said. 
9) | Such a figure, he added, is a pro- 
hibitive amount for an_ inde- 
pendent, smaller manufacturer 
who may be able to produce a 
sup... product but cannot match 
the ....' 1.otional budget of a large 
competitor. 


Acts as Sales Department 


Monitor believes it has the an- 
swer to this problem, Mr. Quinn 
related, by providing a promo- 
tional program as, in effect, “the 
sales department for 30 inde- 
pendent manufacturers,” advertis- 
ing a single brand name without 
sacrificing the independence of 
each manufacturer. Under the 


DIO STATION WOW, INC. 
OHN J. GILLIN, JR., PRESIDENT 


N SLAIN 8 CO., REPRESEUSATIVES 


Monitor plan, 60 distributor-own- 
ers, dealing with independent re- 
tailers, combine to promote about 
30 home appliances under the 
single Monitor brand name. 

Mr. Quinn not only insisted that 
he finds ‘our most able and con- 
structive executives among the 
smaller or medium sized com- 
panies” but he warned that if 
industry finally settles in the hands 
of a few huge corporations, a “‘de- 
mand would inevitably arise for 
complete public control of these 
corporations.” 


“T am fearful,” he said, “that 
the very largest corporations are 
quite obviously the ones whose in- 
creasing size and competitive prac- 
tices tend to usher 
degree of socialism we may feel 
obliged to adopt in this country.” 

From Charles Luckman, execu- 
tive vice-president of Lever Bros. 
Company, came a summons to 
American industry to sell the en- 
tire American commercial system 
to the public. 

He advocated a “gentler touch 
than we now possess” in order to 


in whatever | 


“discharge our new responsibili- 
ties’ to defend American com- 
merce. “Let advertising proclaim 
the honesty of American business 
and the worthiness of its purpose,” 
he said, urging each company to 
trame its own program around 
“an inspirational objective.” 
Stating that the quality of mer- 
chandise has deteriorated badly 
during the war, he said that the 


public expects “miracles of im- 
provement” and that “industry 
must produce a better product, 


better packaged at a better price.” 


Don C. Mitchell, vice-president 
of Sylvania Electric. Products, 
Inc., New York, warned that “In 
spite of the fact that there un- 
doubtedly is a pent-up demand 
for betwen 16 and 20 million home 
radio sets, production facilities in 
this industry have increased so 
much and so many new manu- 
facturers have entered the field 
that it will take super-salesman- 
ship beginning at once to keep 
radio sets from being dumped on 
the American market within 12 
months.” 


above all, what to buy. * 


YOU CAN’T TEAR HER AWAY FROM 


seventeen 


SEVENTEEN is their guide for what to do, how to do it, what to say . . 


—its service and fashion features carry her away. And there are 800,000 others 


just like her—high school girls who look to the magazine they read and believe. 


. and, 


For these and other revealing facts about teen-age con- 


sumers cross-country, see SEVENTEEN Magazine's reader 


survey: “‘Life with Teena” 
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IBM ANNOUNCES 


the 1946 Electromatic lypewriter, 


which produces letters of distin- 


eulshed appearance, with a minimum 


of physical effort on the part of 


the operator. 


It is now on display in IBM 
offices in all principal cities 
throughout the country. We will 
be glad to furnish you with full 


information upon request. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


World Headquarters Building, New York 22, N.Y. 
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Asphalt Roofing Elects 


E. W. Smith, vice-president in 
charge of sales of Philip Carey 
Mfg. Company, Cincinnati, has 
been elected chairman of the board 
of governors of the Asphalt Roof- 
ing Industry Bureau, New York, 
succeeding Herbert Abraham, 
president of the Ruberoid Com- 
pany, New York. 


Appoints Schultz 

Maxwell I. Schultz, executive 
vice-president of Adam Hat Stores, 
Inc., New York, has been ap- 
pointed to direct the company’s 
European expansion program. 


MY WIFE HARDLY KNOWS 
ME 


Maybe because I'm so busy at the plant turning 
out photo reproductions for America’s leading 
agencies. She's sore, but you shouldn't be. For 
you can’t beat O. Z. Moss for service and prices. 


PHOTOS 8x10, 5c 


30x40 blowups, $3.85 ea. write for 


price list! 


PHOTO omyies 
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Denies General 
Motors’ Support 
of ‘Reactionaries’ 


Detroit, Jan. 15.— General Mo- 
tors Corporation last week denied 
having any link with the Society 
of Sentinels, which recently spon- 
sored a nationally distributed ad- 
vertisement advocating abolition 
of the Social Security Act, the Na- 
tional Labor Relations Act, Wage 
and Hour Act and other legisla- 
tion. 

C. E. Wilson, president of Gen- 
eral Motors, in a statement to 
Walter Reuther, CIO-UAW vice- 
president, said that the corpora- 
tion “is in no way responsible for 
any of the activities of the Society 
of Sentinels and contributes no 
support to it.” 

Mr. Reuther has requested that 
General Motors state its stand on 
the activities of the society, inas- 
much as Stephen Du Brul, econo- 
mist for the motor corporation, is 
a vice-chairman of the group 


which the UAW believes is 
“starkly reactionary.” 

Mr. Du Brul’s interest in the 
Sentinel group is “a personal mat- 
ter,” Mr. Wilson said. 


‘Chicago Sun’ Offers 
New Insurance Plan 


Through spread and page ad- 
vertisements, the Chicago Sun has 
announced a hospital insurance 
plan for its readers, which it be- 
lieves is the first offer of its kind 
made by a newspaper. 

The plan offers cash benefits for 
hospital and surgical expenses at 
nominal cost and was written 
especially for the Chicago daily by 
the National Casualty Company, 
Detroit, pioneer in hospital insur- 
ance. Both new and old subscrib- 
ers and their families are eligible, 
at a cost of $1 monthly per person. 


Conrad to Finneran 


Conrad Razor Blade Company, 
New York, has appointed John A. 
Finneran, Inc., to handle its ad- 
vertising. Car cards, newspapers, 
magazines, radio and _ business 
papers will be used to advertise 
Clix blades. 


Another Important Development by 


AMERICAN EXPORTER 


Monthly: 
English—S panish 


b INDUSTRIAL 


takes 
readers. 


bound 


years. 


oO 
ing. 


ITH 
AMERICAN EXPORTER 


another step towards more 


separately 


EXPORTER—INDUSTRIAL. 


The new AMERICAN 
—INDUSTRIAL is an expanded out- 
growth of the Industrial Supplement, 
which has been a part of AMERI- 
CAN EXPORTER for the past five 


Issued separately, it is larger 


a Expanded Coverage of the 


MARKET ABROAD 


the January _ issue, 


effective service to advertisers and 
With this issue, the techni- 


cal and engineering section is being 


as AMERICAN 


EXPORTER 


and more complete, covering all fields 


of industry and industrial engineer- 


The circulation to importers and 


industry overseas is 


35,000 


copies per month. 


The editorial features cover the important new American engineering and industrial 


developments. 


section. 


Over 300 American industrial manufacturers are advertising in this 


For American manufacturers selling industrial lines abroad, this new development of- 


fers the means of reaching both distributing outlets and industrial purchasers simulta- 


neously in all foreign markets. 


AMERICAN EXPORTER 


Johnston Export Publishing Company 


386 FOURTH AVENUE 


PHILADELPHIA CLEVELAND 


CHICAGO ST. LOUIS 


NEW YORK 16, N. Y. 


SAN FRANCISCO LOS ANGELES 


Advertising Age, January 21, 194¢ 


In the August issue of the Atlantic, Lewis Gannett, New York 
Herald Tribune writer, said some rather hard things about radio in 
a piece in the magazine’s “Accent on Living” section, called “Feeling 
Tired?” Paul Hollister, CBS vice-pres., who apparently has been 
mulling it over all this time, came through in the January issue 
with his answer to Mr. Gannett, entitled “Yes, I’m Tired.” The 
editors have asked readers to decide which of the writers won the 
case... 

Col. Leroy W. Herron, advertising director of the Washington 
Star, who this year completes his 50th year with the newspaper, 
walked out on an important off-the-record “open discussion” at the 
Newspaper Advertising Executives Association meeting in Chi- 
cago. “Plant city” drives and problems of the several states had 
bored him no end. Col. Herron delivered his customary biting 
criticism in presenting NAEA’s gift of a watch to Henry Manz, 
business manager of the Indianapolis Times, who relinquished the 
NAEA presidency last summer... . 

A recent marriage of interest to New York ad circles was that of 
Lane B. Sandberg, son of Henry W. Sandberg, Gen’l Foods v.p. in 
charge of nat’l district sales, and Joan K. Hamilton, daughter of 
Sidney J. Hamilton, Hiram Walker v.p. The ceremony was per- 
formed Jan. 2, following the recent return of the groom from 
Europe, where he served for two and a half years with the 8th 
Air Force. .. 

On Feb. 2 Theodora Yates, with Benton & Bowles as director and 
producer of “When A Girl Marries” and “Rosemary,” will be mar- 
ried to Harald O. Dyrenforth, now with the information service 
of the State Dep’t. .. Also engaged is Margaret Adele Allen, daugh- 
ter of Howard C. Allen, v.p. of Albert Frank-Guenther Law. who 
will be married to Pfc. Benjamin T. Marshall, recently returned 
from overseas where he served with the 104th Division. . . 

Mary I. Barber, director of Kellogg’s home economics dep’t, who 
was food consultant to the Secretary of War in the Quartermaster 
General’s dep’t, was presented a special citation in recognition of 
her “outstanding public service” at a luncheon Jan. 10 given by 
the Grocery Manufacturers of America. . . Arthur Hays Sulzberger, 


SALUTE TO STANFORD—To introduce to the industry Alfred Stanford, newly- 
elected sales director of the Bureau of Advertising, ANPA, a party was given 
Jan. 4 in New York by the American Association of Newspaper Representatives. 
Chatting with Mr. Stanford, left to right, are W. G. Thompson, manager of 
the bureau; Vernon Brooks, New York World-Telegram, chairman of the sales 
committee; Mr. Stanford; Frank H. Meeker, Osborn, Scolaro, Meeker & Co., 
and Gerald B. McDonald, of Williams, Lawrence & Cresmer, and president of 
the AANR. 


publisher of the New York Times, has been named to the Com- 
mittee on Education of Columbia University’s board of trustees. . . 

Lt. Col. James E. Wilson, who was with Kelly, Nason when he 
entered the Army, and before that with Frank Presbrey Co., is now 
mayor of Seoul, Korea, in the gov’t which the U.S. Army has set 
up there. . . Oscar Katz, CBS assoc. director of research, will give 
a course Wednesday evenings, beginning Feb. 13, in radio audience 
research at the School of Business and Civic Administration, Col- 
lege of the City of New York. . . Julie Louise Neal, daughter of 
Stanley Neal, pres. of Associated Filmakers, and Lt. (jg) Donald 
J. Lane of Gayville, S. D., were married Jan. 5 in Bronxville, N. Y. 
The bride was formerly an editor of Young America, and until re- 
cently was a script writer for Associated Filmakers. . 

Albert Gerson, New York offset-litho publisher, was recently 
commended by Rear Admiral E. H. Smith, DCGO, for contributing 
the services of his plant during the past two years to getting ou’ 
All Hands, Coast Guard monthly distributed in the 3rd district. . 

Edward W. B. Thomas, Geyer, Cornell & Newell v.p., will hea 
the public relations committee of the Boy Scouts of America Greate: 
New York Councils during 1946. He’s been on the committee fo: 
five years, and its vice-chairman for the last two. . . J. Harrison 
Hartley, director of special features for NBC television, has bee! 
authorized to wear the Navy Commendation Ribbon, and has bee! 
cited by the Secretary of the Navy for his services as officer i 
charge of the radio program section in the Office of Public Informa 
tion. He was a lieutenant during the war... 

Agency head Al Paul Lefton is pres. of Eagleville Sanitoriun 
Philadelphia, one of America’s largest tuberculosis hospitals. . 

T/4 Portia Christian, member of the public relations staff at Fo! 
Monmouth, N. J., was awarded the Legion of Merit in Washingto1 
D. C., Jan. 6—the sixth enlisted woman to receive the medal. Pric 
to entering the service, Sgt. Christian was secretary of Caldwel 
Baker Co., Indianapolis, and was sec’y of the Indiana chapter « 
NIAA. .. 

The U. S. Junior Chamber of Commerce, which has named Henr 
Ford II “the nation’s outstanding young man of the year,” pr’ 
sented Mr. Ford with a diamond distinguished service award ké« 
last Wednesday night at a banquet. In addition to the 2é-yr. o 
Ford pres., 9 other men from 21 to 35 years old received plaqu‘ 
including George C. Dade, pres. of the Dade Transport Co.; Robe! 
S. Ingersoll, of Ingersoll Steel division of Borg-Warner; James 
Linen, Time publisher, and Charles Luckman, pres. of Lever Br¢ 
Pensodent division. . . 
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Sleek New Kaiser 
First Low-Price, 
Front Drive Car 


Detroit, Jan. 16—The new 
Kaiser automobile, a super-smooth 
styling job with front wheel drive, 
was announced by its manufac- 
turer, the Kaiser-Fraser Corpora- 
tion, at Willow Run last week. 

Its makers say the new car 
“combines a greater number of de- 
sign and engineering developments 
than any new automobile in pro- 
duction history.” Its statement is 
supported by these facts: The new 
Kaiser is the first American car 
in the low-price field to have front 
wheel drive; unlike other types of 
front wheel drive made in the U.S. 
(Bendix’ Cord), the Kaiser engine 
is placed forward of the front axle, 
making it possible for the engine, 
transmission and differential to be 
lifted clear for easy service; it is 
the first mass-produced U. S. pas- 
senger car to have “torsionetic 
suspension” on all four wheels; 
and body and chassis are of the 
single unit type known as “mono- 
coque construction,” which elimi- 
nates strain, shifting between body 
and frame, and body squeaks. 

The Kaiser has a 117-inch wheel 
base and unusually wide seating 
capacity. The rear seat will hold 
four adults. Other features: Trig- 
ger-action door handles, push-but- 
ton interior door controls, wide- 
base wheel rims, pressure chamber 
ventilating system and concealed 
hinges on all doors. 

The new engine, developed by 


Alvin Smith Joins Funt 


Alvin R. Smith, formerly with 
Henry L. Davis Company, New 
York, has joined Theodore J. Funt 
Company, New York, as account 
executive on both fashion and 
general accounts. 


Bausenbach to Ellis 


The A. E. Bausenbach organi- 
zation of Buffalo, manufacturer of 
hangers, service tools and airport 
equipment, has named Ellis Ad- 
vertising Company, Buffalo, to di- 
rect its advertising for 1946. 


American Can Ads 
Explain Absence 
of Keglined Beer 


New York, Jan. 16.—Until the 
government releases tin plate for 
civilian production, American Can 
Company’s Keglined beer cans 
will be distributed exclusively to 
the armed forces. 

Although demobilization has re- 
duced the volume of beer sent to 


the armed forces and brewers are 
rapidly catching up with produc- 
tion schedules, the brewers are 
not expected to get beer cans 
for civilian use until the end of 
the first quarter of 1946. 
Meanwhile, American Can will 
continue its newspaper advertis- 
ing campaign to keep the Keglined 


announce that it is still doing war 
service. 


Sunday papers in 120 cities, and 
an extensive business paper list 


is being used. Young & Rubicam 
is the agency. 

Approximately 600,000,000 cans 
of beer were distributed to the 
armed forces in 1945. 


Quincy Ryan Rejoins R&R 


eceptacle before the public and | rus 1 
tb r ri |of the office of public information 
’ ? |of the American Red Cross since 
ervi Ads of 250 and 1,000 | March, 
lines are appearing regularly in| former position of vice-president 
|and account executive with Ruth- 
|rauff & Ryan, New York. 


Quincy G. Ryan who has served 
as chief of the advertising section 


1944, has returned to his 


Gack -€gacu/ SUNBRIGHT COVERS 
PAPER 


eC. 


Continental Motors and Kaiser- | 


Frazer engineers, is a six-cylinder, 
85-horsepower unit. 

Advertising of the new car, han- 
dled by Trade Development Cor- 
poration, Chicago, is all set to go 
when production of the Kaiser has 
a substantial start. 

Edgar Kaiser, it was revealed by 
the company today, will make his 
headquarters at Willow Run as 
vice-president and general man- 
ager of Kaiser-Frazer. 


To Cecil & Presbrey 


Guild Copeland, formerly copy 
group head of Dancer-Fitzgerald- 
Sample, New York, has joined the 
copy staff of Cecil & Presbrey, 
New York. 
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Farm and Ranch's full-color covers to depict 
the Southwest's tremendous activity 


The reestablishment of colorful, eye-compelling covers on Farm 
and Ranch will be matched only by the bright prospects for in- 
creased cash income in 1946 from crops and livestock in the Sunbelt 
Farm Market of America. From front cover to back, Farm and 
Ranch packs reader appeal — high quality printing, attractive 
format, practical, down-to-earth articles that make it first choice 
with farmers, ranchers, and dealers. The first of these sparkling 
covers presents the Champions of the Pan-American Hereford Ex- 
position in the 4-H Club boys and girls Baby Beef Class... sleek 
purebred Herefords representative of the herds in 
the Sunbelt which produced 15% of the nation’s 
total meat supply last year. Warm sunshine, a long 
growing season, and rich soil produce a wealth of 
subject matter for Farm and Ranch’s striking new 
covers ...subjects of closest personal interest to 
families in the five rich states which comprise the 


Sunbelt Farm Market, your Vital Sixth of the 
American Farm Market. 


baal FARM 


THE VITAL 6th 


of the American Farm Market 


The Southwestern Sunbelt represents 


—_— 


sun 
BELT > 


ro Co 
ARM RANCH 


a vital one-sixth of the total American 
farm market. The Sunbelt states: 
Texas, Oklahoma, Arkansas, Louisi- 
ana, and New Mexico, are big states 
with farms twice the size of the na- 
tional average. Its balanced farm prod- 
ucts are unparalleled in any other 
region. 16% of the nation’s farms are 
located within the Sunbelt Farm Mar- 
ket... producing 21% of the nation’s 
total cash farm income. 


DALLAS, TEXAS 


Branch Offices 
CHICAGO ° 
sentatives SIMPSON REILLY 

GARFIELD BUILDING 


52 VANDERBILT AVENUE, NEW YORK ¢ 7S € 
205 GLOBE-DEMOCRAT BUILDING, 


WACKER DRIVE, 


ST. LOUIS * West Coast Repre 


LTD., RUSS BUILDING, SAN FRANCISCO, CALIF 
LOS ANGELES. CALIF 


ee A E a , 
Be : 4 * ee 
ae 
ES Pr cee 2k 
} Bag! im <a SG al 
| 1 
‘ya ai 
ae 
— - ie, Bei 
2 gee ee 
“ ig - 
Ee. 4 
“ti to 
ie 
oe 
BS 
4 F 
ia 
. 
A “a 
| 
| 
} 
: 
oe 
: 3s en ve. 
| | ij 
| ; ae 
| wc , oe 
: 
| 
. ‘ 
| _ : : a = 
a Oy gis ee Sato. ‘i 
oH eae “Me ‘ a é - if o . 
? ee 7 a —. | a ee ile eer 
) | ca Oy 4 ee. ee el a - 
‘joa gael Pd er at ees Te aT a + 
i } Coralia. ~— eek .: re te $ eS od ia * 7 
| ein. re 2 — prone cael co > ie 
Se “ re a : 
‘ 7 wee ye ~ we 
| ; ee gene e® : : 4 oe 
} * gt Cae na een oe % Be: 7 “a 
7 Seay os ng \ ™% ‘ “hi are 4 
| vg : ies ¢ J as % ty 3 ie * an a : 
‘ ey m ,; % 2 A ‘ge aa ae 5 .) Pres : 
i, ia es a a. re aS, ao ia e 
—— copeadeta hae es , 4 te See t Se ae ee © a eee rary cat ee pouiies E 
ae ree 2 + e x 4 ‘ a x . eaten, Sy bs As Sear Pe Se Sy al fe: 
, a ‘ MN ee OR. wR / “te es = ee i 
, Ee ie oe, _ oi Fe a ae es ous, Ot RR ; Aas is a “3 5 eS cit 
a oN ee —— ‘y Pe ge OF I a ee — i 5 ; eae errr 
‘eae poe ” Sas te ‘ ee eee a age Fe ee. BI St A : is ae 
te ' Bt 2 aoe a im ‘7. . A “hy “Sees ha ei 3 : cg - F i a hg a ‘ete: iy id sie, 
Bice : irs RR Re, : 
- ie Marci, ae} o. e 2 - Reet 
* ; ; ee ae . ae i led - * if Pike ee a : 
' = a ‘oh. 
a : " ae se ‘ - pe es Ps : 
_—. +s. 00 ge a. ais. om % a sa F a al 
ain “nn * in: a - . 35> age tae See a eae 
Sk yt os ¥ 42 * be > a ae B19. aa 
ace Bar? >, . Car “) =: " ; f 4 Se aan ne 
} a be ‘ oe % (_ a Ese, Sa an yuk ee So sets = ita 7 
‘ oe “4 , £5 : " * ee % ¥ “ fen ‘ aS ed 
ee a “wm Se ae ‘%, a a, ae pope. 
| (peal a tT ’ J z Pa y * lel sds rt 
| ae a bs ta : 4 : Y 5 : @ a . , i me ae ee ae ~ , a ee 
ne zm . \ LE , oa a ae e oie se eee ae ees P bey > 
Sr KG 4 : é oe i mee a , : oo oN . 
| Sy a ee Dl OT Tk 2 ae aig ee 
= s Li es _° i ee af pron. ee ae : es 
es é | a be 
c.. a ‘3 _— Pe oy 
| ie ae ‘a 
n | 4 eae Pe a] . 
aa cee ies | 2 
of } Sees a Ee ee Mak? aes ae 
= Sa. ee hs oie) 
es | ° 3 ‘ees F 
7 Pin eg. Ia Raed al 
= rene: Yee = 
oO ] | +a ee ee a 
y Seared 1 | a 
eek as “% o 7 
|—«vhK Ne es i 
q lee. . 
ve = Laie ft EYgx Ww a 4 tay 
ce i CAT ° a 
, Proop. , TERS EE s a 
1 ~ f TOof 
of ; ~boo, , : 
Id JUsr ~ 
‘ Ur: 7 
e- Sa very ad. ™ Bi Se 
j © this danas Shourg ee oe 
a eng ect a = 
tly *OUnOn Pa a 
“ : ay, - ” a 
ng ; i. 
¢ bee: an a r - 
¥, tc 
ac F j Rain Reus 
7 > ae po 
ie a if % = an dex 
>. t take Cr 
“a - yy ; " , : Pai 
: Fe 7, a 
F * rae rg 
€) y Ae a 
i} y . af ‘a 
+ Re tity a5 | Bae a? 8 
. / 4 ts i , } ee ee 
1a } ; ae | * a 
; Ma ho  _ 
eS \ | 3 
n ; | ae 
‘ ql 5 | rer &: 
Ol i . : 
‘iC shies, lla atten 5 | 
.] CO PE — 
( ee eC = 
ar SS 
SC“: 
m a I 
< | ' aes 
pe! : i 
a _ ti“‘twLLUL 
( | = 
8. ae | 


102% 


as compared to 


ENTIRE STATE OF 
OKLAHOMA 


TOTAL RADIO HOMES 


IN KVOO'S DAYTIME HALF-MILLIVOLT AREA 


Including bonus counties of Missouri, 
Arkansas and Kansas, making the 
KVOO market — Oklahoma’s No. 1 
Market. 


KANSAS 


OKLAHOMA 


Railroads Expect 


Heavy Advertising 
Late in 1946 


Passenger Copy Will 
Promote Features 
of New Equipment 


New York, Jan. 17.—The rail- 
roads, itching to get back into the 
competitive traffic business, hope 
to resume passenger advertising in 
the second half of 1946. 

Bringing home the G. I.s and 
sailors is still the industry’s num- 
ber one activity, but railroad ad- 
vertising managers are already 
scrapping their institutional copy 
in favor of ads, which, although 
they do not solicit business, point 
out the peacetime advantages of 
their railroads. More competitive 
copy, directly soliciting passenger 


traffic, has been prepared by many 
of the agencies and will be re- 
leased as soon as the government 
gives the green light. 


Carries Vacation Copy 


One of the heaviest railroad ad- 
vertisers, the Union Pacific, is al- 
ready using a sizable list of daily 
newspapers to remind the public 
that before long it will be able to 
use the railroad for vacation trips 
to the West. And the New York 
Central, for the first time since the 
outbreak of war, refers to the ad- 
vantages of its ‘““‘water level route” 
in a current Saturday Evening 
Post ad. Even before that, the 
New York Central had deviated 
from the standard institutional 
theme to plug the war job attrib- 
uted to the railroad’s Empire State 
express. 

Representatives of some of the 
leading eastern railroads believe 
there will be no increase in their 
advertising for the first quarter of 
1946. However, sleeper service is 
scheduled to be resumed this 
spring, and by summer the rail- 
roads expect to be selling the 
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he Detroit News: 


A. Carroll. 110 E. 4nd Sts New York 17 
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Because of the predominance of one, two, three and 
four-family dwelling units in Detroit*, the home 
market here is of much more importance to advertisers 
than it is in almost all other metropolitan centers. 


That is why The Detroit News has, for years, concen- 
trated its circulation efforts on home delivery — on 


getting its newspaper into the homes of the city and 
local trading area. 


Today, The News not only reaches 63.8% of all city- 
zone homes taking any newspaper regularly, but has 
95% of its weekday and 84% of its great Sunday circu- 
lation concentrated within a 50-mile radius of Detroit’s 
downtown stores and shops! 


Such blanket-like coverage of the very heart of 
America’s fourth market, by a single newspaper, makes 
Detroit—and THE NEWS—the number one advertising 
opportunity in the United States for 1946. 


THE HOME NEWSPAPER 


"82% OF ALL DETROITERS LIVE IN 
FOUR-FAMILY DWELLINGS; ONLY 


by the News ase 


al 


E. me Tribune Tawer. Cdiorign ll 


ONE, TWO, THREE AND 
18% IN APARTMENTS. 


traveler the idea that when he 
goes by rail, the vacation begin; 
the moment he steps aboard the 
new luxury passenger cars, sOme 
1,500 of which have been ordered 
by the entire industry since V-J 
Day. 

Some 36,000 freight cars are also 
on order by the industry and mo* 
of these are expected to be dv- 
livered in 1946. The railroads ov- 
dered approximately 40,000 freig!t 
cars in 1945, more than in apr 
year since 1942. 

Commenting on their advertisinz 
plans, railroad advertising man- 
agers point out that they not only 
have to watch out for the govern- 
ment’s reaction to their new copy, 
but must be careful to say nothin: 
which might lead parents of sery- 
icemen to the conclusion that the 
railroads are going after new busi- 
ness while their sons are still wait- 
ing for transportation back home. 
None of the eastern railroads is 
running special ski trains this 
winter. The New York Central, 
which had a large ski train busi- 
ness before the war, reports that 
250 of its cars which might have 
been used for this purpose have 
gone west to haul troops. The 
New York Central has ordered 
$56,000,000 worth of new railroad 
cars, enough to fully equip 52 
streamlined trains. Approximately 
700 passenger cars have been or- 
dered. 


Continue Institutional Ads 


The Seaboard and Atlantic Coast 
Line railroads, although swamped 
with resort travel to Florida, are 
continuing their institutional ad- 
vertising for the time being. But 
highly competitive copy is ex- 
pected from both lines as soon as 
new equipment is installed. 
Some of the cars now on order 
are reported to have space set 
aside for television shows, movies, 
dancing, bars and various games. 
Unusually large windows are one 
of the features of the new coaches. 
Although it is generally con- 
ceded that the eastern railroads 
will be released from their troop 
carrying obligations before the 
western lines, the western rail- 
roads are reported to have placed 
much larger orders for new equip- 
ment and may get this equipment 
ahead of the eastern lines. The 
western roads must also buck 
much heavier competition and are 
expected to head the list in the 
volume of their advertising. One 
railroad official estimates that the 
western lines will get two new 
cars for every one delivered to the 
eastern companies. 

The Association of American 
Railroads is investigating the tech- 
nical aspects of the new equip- 
ment problem of the carriers. The 
association’s 1946 advertising is 
expected to be approximately the 
same as last year. Magazines and 
farm publications will be used. 


Clock Company Appoints 

H. C. Thompson Clock Company, 
Bristol Conn., has placed its ac- 
vertising account with Sutherlanc- 
Abbott, Boston agency. 
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AND CABINET SINKS 
MORTOM MANUFACTURING COMPANY 
LEAMINGTON AMG LAKE S15. 
CHICAGO 44, TALIMOIS 
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mMORTOM STEEL CABINETS : te 


OPENER—Morton Mfg. Co. will open 

its national campaign for its kitchen 

cabinets and sinks with this full-page 

ad in next month's Better Homes & 

Gardens. Charles Daniel Frey Adver- 

tising Agency, Chicago, handles the 
account. 


Morton Tests New | 


Tire-Trac; Opens 
Cabinet Drive 


Chicago, Jan. 17.—Morton Mfg. 
Company, which last spring ap- 
pointed Charles Daniel Frey Ad- 
vertising Agency to handle promo- 
tion for its own new line of steel 
kitchen cabinets and sinks, has be- 
gun, additionally, a test campaign 
in newspapers for a new tire trac- 
tion device called “Tire-Trac.” 

The device, “a steel ‘half-trac’ 
for your car,” consists of seven 
steel plates, ringed together, to be 
placed in front of tires on ice, 
snow, mud or sand, permitting 
easy traction. Attached is a pick- 
up cable which can be affixed to 
rear bumpers. Ads now running 
in Milwaukee and Des Moines 
newspapers, explain that the Tire- 
Trac may also be used as a base 
for a jack, to scoop snow and as a 
wheel block. 


Complete Dealer Setup by Summer 


Morton developed the device too 
late this fall to permit a full-scale 
national advertising program. At 
present the test ads are serving to 
make the best of the current sea- 
sonal demand. Several large dealer 
organizations are now taking it, 
and the whole dealer setup is ex- 
pected to be completed by next 
summer. A direct mail campaign 
is also in progress. 

Morton, long a major fabricator 


Print it in. 
the West — 
FOR WESTERN — 
DISTRIBUTION 


a 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
. fast, modern 
rotary presses. Our capacity is 


process colors . . 


limited only by temporary paper 
restrictions. Samples and prices 


on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


industry, and for many years a 
pioneer in manufacture of steel 
kitchen cabinets (which it made 
for other companies), will open a 
consumer ad drive for Morton cab- 
inets and sinks with an insertion 
in the February issue of Better 
Homes & Gardens. 

Later, ads will appear in shelter 
magazines and The Saturday Eve- 
ning Post. The cabinets and sinks 
will be distributed through Nash- 
Kelvinator’s dealer organization. 


| ing 


of steel items used in the railroad | Nqmes Cayton, Inc. 


The Housing Institute, New 
York, publisher of bi-weekly hous- 
reports, has named Cayton, 
Inc., New York, for a _ national 
newspaper campaign to start this 
month. 


Richmond Joins DC&S 


Arthur Richmond, formerly with 
Hirshon-Garfield, Inc., New York, 
and previously assistant to the ad- 
vertising manager of Russeks, has 
joined the copy staff of Doherty, 
Clifford & Shenfield, New York. 


Emerson Ups Kaplan 


Emerson-New York, Inc., dis- | 


|Berentson Promoted 


Ben Berentson, a member of the 


tributor in the New York metro-|WGN, Chicago, sales staff since 
politan area for Emerson Radio & | 1940, has been named assistant to 
Phonograph Corporation, has pro-|the sales manager. With no sales 
moted Ira Kaplan, formerly assist- | manager at the present time, Wil- 


ant and acting sales manager to|liam A. McGuineas, 
| sales manager. 


‘Photoplay’ Appoints 
Mrs. Frances Archdeacon, for- 
mer advertising manager of B. F. 


commercial 
manager, is carrying on super- 
vision of the sales department. 


Pabst Advances Swan 
W. A. Swan, southern division 


Dewees, Philadelphia ‘department | sales manager of Pabst Sales Com- 


store, has been named merchandis- 
ing manager of Photoplay. 


pany, Chicago, has been promoted 
to assistant general sales manager. 


— 


e wre 


A SPACE BUYER’S DREAM COME TRUE 


Your product, advertised in The Oregonian, is displayed in the whole 
Oregon market —all of Oregon and seven Southwestern Washington 
counties. Here is the combination which answers every space buyer’s 
dream — people with money to spend, reached through a newspaper 
with circulation which follows the area’s distribution pattern. Told 
in figures, there are 1,500,000 people, with a purchasing power of 
$2,000,000,000. In this rich market The Oregonian holds circulation — 
leadership ...and, in addition, is recognized for its market-wide 
influence. Now is the time to advertise your product in The 
Oregonian, a medium which really gets results in a worthwhile market. 


~~ PORTLAND, OREGON 


“If you aren't in The Oregonian, 
you aren't in the Oregon market.” 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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: tion of the label. Thomasma, assistant general sales 
Rockwell Promotes To Bogner & Martin Consumers Want The winning label carried the | manager, Rochester Gas & Electric $150 
William A. Marsteller has been Clarence J. La Plante, formerly so-called “shielded panel” which | Company; “Products Displays,” by 
appointed general advertising| with the Chicago office of Gilman, Grades on Label, was developed by the organiza-|James E. McGhee, general sales 
manager of the Rockwell Mfg.| Nicoll & Ruthman, newspaper rep- . tion, and which gives full infor- ee oe- Ann 
Company, Pittsburgh. He has been resentative, and with the national Survey Indicates mation as to grade, along with a ann A ig by Victor A. Noel, sales 
vice-president in charge of sales, | advertising department of the Chi- deasietion <4 tus Soubatth dad eS re) | 
advertising and industrial relations | cago Sun, has joined the Chicago New York, Jan. 17.—The smoul- sepiiaiinten tak tie Sth “abdelied cor aa plane ys Pov) —’ 
of Edward Valves, Inc., East Chi-| office of Bogner & Martin, news-| dering fires of the food labeling ~~ ‘ me hted by UL S Sto ben Pa -ovn b B gee ok ro ll New 
cago, Ind., a Rockwell subsidiary.| paper representative. controversy are being stirred|P@7©* 1S Copy 1g by UV. 8.| tons des y Hoving, 
‘ in as the result of a report b Inspected Foods Educational Bu- | executives. presiden 
US. Inspected Foods Educational reau and available to members a York d 
Service that consumers over-|°"!Y on a licensing basis. Bowman, Ballard Form effective 
whelmingly favor labels which rag eemneumal New Film Corporation that he 
give both adjective and alpha- Publish New Salesman’s Wesley Bowman, president of Blyth & 
betical grades, such as “U. S. Grade f{E ‘als Wesley Bowman Studio, Chicago, ment bs 
A—Fancy.” Book o ntia and Ray Ballard, for several years tion in\ 
About 17 labels of members of “Essentials of Selling,” a new a ae ., ee yl of store 
ti ervice—all of |book just published by Prentice-| sion of Sarra, Inc., icago, have having 
lec poe a pret on gov- | Hall, New York, contains sales| formed a new film-producing com- tween $ 
_ : t t training material gathered and| pany, Ballard-Bowman Films, Inc. 000 
erament inspection—were sent 10! written by 22 men experienced in| Associated with the new com- Th 
3,000 consumer representatives,/their field. In addition, the|pany are Gordon Lind, who has me mi 
educators, home economists and| Rochester Sales Executives Club,| been production manager for the will be | 
others, and returns from more|New York, and the University of | Bowman Studio, and Thomas E. ment stc 
than 1,000 showed that 74.4% pre-| Rochester cooperated in compiling Byrnes, who has been associated ume of 
tant ‘nti the data with Charles W. Lewis,| with Sarra, Inc. The new cor- departm: 
fer a label combining description, : ‘ ” ) 
de. and information as to use|€ditor of the book and professor| poration will share offices with nual vol 
tee . of economics and business admin-| the Bowman Studio and take over 000,000: 
and preparation of the product,|j-tration, University of Rochester.| additional space in the building aa ami 
while 85.3% want all of this in-| Chapters in the book deal with] at 360 North Michigan Ave., Chi- $20.000.0 
formation combined in one sec-| “Buying Motives,” by Leonard T.| cago 1. doing ra 
$25,000,0: 
those cai 
appliances 
No 
Today’s Woman is a Go-Getter. She buys from 80% to 90% ike ed 
of things in general use in our daily lives. She prepares a said. te 
ton of food a year for each member of her family. And she narod 
knows exactly what she wants to get with the $2,000 she and Controlli 
her average husband have saved. — = 
Anne Hayes, backed by twelve years of experience and audi- ——.” 
an de : tually ¢ 
ence building confidence, reaches and holds the interest of ng et 
Today’s Woman. A homemaker herself, Anne Hayes hasa | not name 
s IS negotla 
practical knowledge of what women want to know and the CAPTAIN W. B. RODGERS ry en: 
ability to put it across. 1851-1925 bas Ange 
For availabilities on “Today’s Woman with Anne Hayes,” Father of has acqu 
Monday through Friday at 11:45 AM, contact your nearest Pittsburgh's ‘‘Nine-Foot Stage’’ — = , 
John E. Pearson office. aw Ye 
cluded, a 
reports tk 
5 0 0 0 a unit in 
WATTS 7 
explained 
buying or 
BASIC STATION ers, . ! 
AMERICAN Broadcasting Co. own stor 
Seer stm 


Represented by 
JOHN E. PEARSON 


NEW YORK e 


CHICAGO -« KANSAS CITY 


MERCHANDISE DISPLAYS WITH BEAUTY, FUNCTION AND FORCE 


WHA 
SUP! 


Pardon 
le * this we 
mim: — 
= We co 
‘ j : : didn't 
Each year more river traffic flows past food products made in Pittsburgh. Pro- 9 y sre Re 
Pittsburgh's “‘Golden Triangle’’ than duction, employment and payrolls are at stpent 
goes through the Suez Canal, thanks to record peacetime levels. respons 
Pittsburgh's “‘nine-foot stage.”’ When you have a selling job to do in 
, ; , Read 
Credit for this channel must go to this, the sixth largest market in th« eel 
; ) ; SUPER 
Captain W. B. Rodgers. Cabin boy, en- United States, remember that The Pitts oo 
: marke 
gineer, pilot, captain, boat builder, coal burgh Press is the No. 1 newspaper 7 on 
operator, he founded Rodgers Sand Com- read by 699% of the families living in thi and lar 
pany—one of the largest companies metropolitan area. professi 
of its kind in America. 
Your product story told in split seconds when Today Pittsburgh's three Free ar 
DISPLAY GUILD produces your merchandise | — . d . 
displays. | big navigable rivers and its : 
Counter displays, cabinets, stands and dis- ‘ : a4 Q l S urg ress ; THE 
pensers ore designed and produced with a vast network of railroads are : 
technic that beckons the buyer and puts your " . cage ' i | TRA 
merchandise in his hand — quick as a flash. Carrying millions of tons of foie teiatation 
; , Represented by the National Advertising In Classified Advertisin: ‘ 
any aluminum, steel, electrical, teen” ya vd fn SAB nyo In Retail Advertising AND 
Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor » Business Exhibits . . Offices in Chicago, Detroit, Memphis, in General Advertising = c.g th 
toal, oil, paint, glass and Philadelphia and San Francisco. In Total Advertising 
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$150,000,000 Sales 
Annually Is Goal | 
of Hoving Group 


New York Jan. 16.—Walter 
Hoving, whose resignation § as 
president of Lord & Taylor, New 
York department store, became 
effective last week, has announced 
that he would be associated with 
Blyth & Co., New York invest- 
ment banker, in a new organiza- 


“better 
ment.” 


continuity of manage- 
A name for the new con- 
cern has not yet been chosen. 
Mr. Hoving will retain his offices 
on the 58th floor of the Empire 
State building, and the United 
Service Organizations, Inc., of 
which he is chairman, will locate 
elsewhere in the building. 


Hutzler Incorporates 

Hutzler Advertising Agency, 
Dayten, O., has incorporated Hutz- 
ler Advertising Agency, Inc. 


Appoints S. Duane Lyon 


Eastern Electric Vending Ma- 
chine Corporation, New York, 
maker of electric cigaret vending 
machines, has appointed S. Duane 
Lyon, New York, to handle its 
advertising and promotion. Busi- 
ness papers will be used. 


Appoints Whitney 


| pointed assistant advertising man- 
ager of the Automatic Transpor- 


of Yale & Towne Mfg. Company. 


| Robert M. Whitney has been ap- | 


tation Company, Chicago division | 


‘Replogle Resigns 
as Sylvania V. P. 

Harry H. Replogle, senior vice- 
'president of Sylvania Industrial 
| Corporation, New York, who has 
|been in charge of sales since the 
;company was founded in 1929, has 
|retired to devote his time to other 
|interests. He will continue as a 
|director and as consultant of the 
company, which manufactures cel- 


‘lophane and other _ cellulose 
products. 
Among other interests, Mr. 


| Replogle plans to engage in farm- 


29 


ing on a recently-purchased farm 
in Northern Westchester county, 
New York. No successor has been 
named. 


Jones Rejoins Hickerson 
John Paul Jones Jr. has re- 
joined J. M. Hickerson, Inc., as 
vice-president and manager of the 
| Washington office after two years 
as production manager of Gruver 
Mfg. Company, Washington. He 
was previously with Hickerson as 
manager of the Washington office, 
and before that operated his own 


advertising agency in Washington, 


tion involving the amalgamation 


of store properties into a group 
having an annual volume of be- 
tween $150,000,000 and $200,000,- 
000. 

The new retail sales organization 
will be composed of: (1) depart- 
ment stores doing an annual vol- 
ume of $20,000,000 or more; (2) 
department stores doing an an- 
nual volume of $7,500,000 to $20,- 
000,000; (3) specialty shops with 
an annual volume of $3,000,000 to | 
$20,000,000; and (4) chain stores | 
doing a volume of $2,500,000 to) 
$25,000,000. Chains will include 
those carrying apparel, shoes and | 
appliances, or any type of store) 
carrying general merchandise. 


Not Holding Company 


The new company, Mr. Hoving 
said, is “definitely not a holding 
company,” although public par- 
ticipation may be permitted later. 
Controlling interest, and, in some 
cases, complete interest in “profit- 
able stores only” will be pur- 
chased by the group, and even- 
tually a new parent company will 
be formed, he added. He would 
not name the stores for which he 
is negotiating, but it is understood 
that Broadway Department Store, 


Los Angeles, will not take part in and air-co three < stories hj sd in a 
the chain, although Blyth & Co. i 2 New en nditioned throughous high This a) © printing ates Weeks 
has acquired a substantial stock | for printin sses for the newspa 1ome will f ~ nt, in th 
interest in that store. Mr. Hoving / will be re | one, two and th Pers—24 Units with f €mM to the 
said he did not know whether a 3 - ade in new build; ree colors with bl OUr pairs of fold 
New York store will be in- 1 New rotogra ng for e en greate ack h Irline rev; ers; with latest fa ve 
cluded, although there have been 1 Order, wij] quad Vure color Presses " expansion In the ag A Ple pro - ites 
reports that Bonwit Teller will be é a. . Tuple The Standard ae folders—the i uture Visions 
a unit in the group. fr ew hom : ‘ Tavure’ ~ New eqyj 

The new company, Mr. Hoving | 20,000-wate, Pes HAS—two entire f] "* Capacity for pete ect ped definitely to) 
explained, will have no central € in keeping with WH Radio Static We of the ney b . Or gravure Print; ' 
buying organization. Present own- j The Rew teite AS Breat sery; nm WHAS. v uilding will be ng. 
ers, he said, will operate their ; $3,000 000 uilding and all ihe Ce to the central inn and the th OVer to 
own stores which will provide ’ » are eyj New equi €rican ar ipMent y 
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WHAT IS A] ) 
SUPER NURSE? 


Pardon us, but we had to coin 
* this word to describe the typical 


reader of a very important paper. 


We coined the word, but we 

didn't invent SUPER NURSES. They | 
are Registered Nurses with 
supervisory or multiple buying 


responsibilities. 


Read about them in NURSE AND | 
SUPER NURSE, an I I-page 

market study giving the 

purchasing significance of America’s 
2nd largest and fastest growing 


profession. 


Free and welcome on request. 


TTHE 


TRAINED NURSE 


AND HOSPITAL REVIEW 
M468 Fourth Avenue, New York, N. Y. 
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sateen tetarnan at. 
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Che Courier-Zournal 
THE LOUISVILLE TIMES 
Radio Station WHAS 


We should like to send you 
a copy of our 40-page 
book "28 Business Leaders 
Plan for Louisville.” 
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Sackheim, Inc., 
handle advertising and sales pro- 


Multi-Products Names 


Multi-Products Company, New- 
ark precision tool and instrument| dering 
organization, has appointed Ben| home 
New York, to| papers will be used, with consumer 
advertising to follow next fall. 


iron for 


motion. First product to be pro- 
moted will be the newly-patented 
Eject-O-Matic, automatic-feed sol- 
industrial and 
workshop _ use. i 


General Electric 
Starts New Visual 
Training Program 


~DeJen Recommends 
Wage, Commission 
Plan for Salesmen 


Bridgeport, Conn., Jan. 17.— 
General Electric Company has 
thoroughly overhauled its sales 
training program, which is now 
based largely on visual education 
techniques designed to give dealers 
much more effective tools for 
training their salesmen. For the 
first time, Jean DeJen, manager 
of retail development and sales 
education, asserts, a practical and 
inexpensive method has been 
worked out that will aid small 
dealers as well as G-E’s large 


a Pape 9 
se 4 
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dealerships. 

Key of the new program is a 
patented device called the “Ora- 
visual,” a portable “pulpit” used 
by the dealer in showing new G-E 
slide films on the company’s major 
appliances and on some of the 
minor appliances, such as roasters 
and vacuum cleaners. About 10,- 
000 retailers of G-E major appli- 
ances, employing 25,000 salesmen, 
are expected to use the new device 
and slide films now being pre- 
pared. 

G-E has long used visual train- 
ing methods, but Mr. DeJen esti- 
mates that the sound slide films, 
motion pictures and other facilities 
formerly available were probably 
used by only one out of 20 of the 
retailers. 


Plan Is Flexible 


The new technique, known as 
“Visual Presentation,’ makes use 
of slide films and printed film texts 
to be used by dealers as com- 
mentators and instructors. The oral 
presentation, Mr. DeJen points 


out, enables the-speaker to stop at 


any time during the presentation 
to develop points which his own 
experience dictates are most im- 
portant. Further, it trains the re- 
tailer, gives him a part to pla) 
during the showing of the care- 
fully prepared film and permit: 
him to ask questions of the audi- 
ence. 

The technique encourages audi- 
ence participation, an importan: 
factor in training. The listener 
knowing he may be called on fo: 
answers, stays alert and receptive 
during the showing. Presentations 
are more dramatic, also, because 
the portable, light-weight alumi- 
num “pulpit” lights the face of the 
speaker as well as the printed text 
he uses. The “pulpit” has a but- 
ton switch which flashes a signal 
to the projector operator to turn 
the film to the next picture. G-E 
sells the pulpit to dealers for $8.50 
and the total dealer training kit 
costs are $12.75, not including pur- 
chase of training films at $1.75 
each or of silent slide film projec- 
tors. 

Dealers may also buy booklets 
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AMERICAN BROADCASTING CO. 
THE NEWS-AGE-HERALD STATION 
Represented by Headly-Reed 


ized Diesel fields! 


— 
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Tumbling out of the Diesel purse—opened wide by 
peace—are a billion dollars’ worth of orders for en- 
gines, accessories and Diesel equipment of all kinds. 
If you have anything to sell this vast industry, direct 
your sales messages to the readers of DIESEL PROGRESS 
—the men who are doing the buying for 22 special- 


DIESEL PROGRESS is the one magazine completely 
covering this stupendous buying market. As the au- 
thoritative publication of the entire industry, DIESEL 
PROGRESS has no waste circulation. It is directed ex- 
clusively to the executive, engineering, sales and pur- 


DIESE: 
PROGRESS 


industry—and 


chasing “personnel of 2 


MARKETS 


wit 


ip Deans ed ae 


they hold the Diesel buying purse! 


Your sales story in DIESEL PROGRESS has direct 
access to this lucrative Diesel market. Year after year 
more manufacturers are using the pages of DIESEL 
PROGRESS to contact the 22 rich Diesel buying fields 
When you place your sales or advertising message '1 
DIESEL PROGRESS you reach the purchasers in all the 
following fields: 


INDUSTRIES SERVED BY DIESEL PROGRESS INCLUDE 


THE FOLLOWING: 


DAIRIES 

GAS PLANTS 
MINES 
MUNICIPALITI 


QUARRIES 
RAILROADS 
SHIP OPERATC 
SHIPYARDS 


OIL DRILLING 


NAVAL ARCHITECTS 


TRACTOR USERS 


CONTRACTORS 


AIR CONDITIONING PLAN'S 


Bus COMPANIES 

CONSULTING ENGINEERS 
ES ENGINE MANUFACTURER 
GOVERNMENT OFFICIALS 
INDUSTRIAL POWER USE! 
IRRIGATION PROJECTS 
YRS LOGGING COMPANIES 
TRUCK FLEET OPERATOR 
UTILITY COMPANIES 
CONTRACTORS— 

ROAD AND GENERAL 


AFFILIATED PUBLICATIONS 


Sugar 
Sugar Reference Book 
Fl Catalogo Azucarero 
El Mundo Azucarero 
Diesel Engine Catalog 
World Petroleum 
Petroleo del Mundo 
Petroleum World 


Edited and Published by 
REX W. WADMAN 


r4 

2 large Diesel fields. Readers 
of DIESEL PROGRESS are the men responsible for the 
2000% increase in Diesel production during the last 
few years. They control the future expansion of the 
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Advertising Age, January ZI, IY¥4o 
reproducing the slide film for five 
cents each for their salesmen. Five 
films, from 15 to 30 minutes long, 
have already been made: “How 
2eople Buy”; “Why People Buy”; 
‘How to Sell” the G-E range, 
vringer washer and refrigerator. 
Che five films comprise the first 
osart of .the complete training 
‘ourse, with at least 35 films 
ylanned for production this year. 
Mr. DeJen has nearly completed 
yriting five booklets for dealers in 
series titled “Sales Manpower 
JYevelopment.” These relate to 
ecruiting, selecting, compensating, 
raining and supervising retail 
salesmen. The booklet on com- 
pensating salesmen, which advo- 
‘rates use of a “Stabilizer Com- 
pensation Plan,’ contains much 
lata on past G-E sales problems. 


Sales Average $21,969 


The booklet points out that the 
best salesmen of G-E appliances 
made average sales of $21,969 in 
1940, compared with $15,726 by all 
G-E appliance salesmen. Showing 
by chart that average dollar sales 
volume of the best salesmen de- 
clined about 50% from 1930 to 
1940, it says: 

“This decline follows pretty 
much the lowering in the unit sell- 
ing price of the refrigerator. The 
conclusion that may be drawn 
from these figures is that the 
lowering of the unit price has not, 
by and large, increased the dollar 
sales productivity of the average 
salesman. It appears that about 
as much selling time and effort 
was required in 1936, for instance, 
when the average price dropped to 
$164 as in 1930 when the average 
retail value of a refrigerator was 
S270; + 

“In fact, this productive ability 
shows a definite decline. Which 
brings us to the crux of our prob- 
lem, i.e. if any improvement is to 
be made in salesmen’s compensa- 
tion, we must learn how to in- 
crease his productivity; we must 
have salesmen who can produce 
two or more appliance sales for 
every one produced heretofore.” 


Ask Retailers About Plans 


It reveals that G-E questioned 
7,000 appliance retailers on their 
postwar compensation plans. Forty- 
seven per cent replied that they 
will use a salary and commission 
plan, compared with 41.1% who 
used salary-plus-commission be- 
fore the war. Straight salary will 
be used by 14%, as against 20.2% 
using this method prewar; 12.7% 


CBS 


recently asked a blue ribbon 
jury to decide which of its sta- 
tions did the best job of news- 
paper promotion. The prize was 
$1,000! The... 


WINNER 


was the same Durham, North 
Carolina station which won Bill- 
board magazine 1945 over-all 


promotion award. The same 
‘tation that will do a plus job) 


lor your clients in 1946. | 
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will pay commission only, as 
against 15.7% prewar; 11.5% will 
have drawing accounts and com- 
mission, compared with 10.4% 
prewar; salary and bonus will be 
used by 10.1%, compared with 
6.5% prewar, and miscellaneous 
arrangements used by 4.7% as 
against 6.1% prewar. 

The survey revealed much vari- 
ety as among different classes of 
retailers, Public utilities will pay 
salary-plus-commission in 58.8% 
of the cases, compared with 45.8% 
of appliance stores and 42.5% of 
hardware stores offering such a 
combination. Department, furni- 
ture, appliance and hardware 
store operators will, however, use 
the salary-plus-commission basis 
to a greater extent than before 
the war, whereas the public utili- 
ties will practically be using this 
basis the same as before the war. 


Many Variations Shown 


There are many variations in 
the salary-plus-commission plan, 
the booklet states. ‘“‘Usually, the 
salary is too low and the com- 


mission too high.’ The plan G-E 
advocates is based, first of all, on 
the thought that no G-E salesman 
should sell less than $24,000 a 
year. It provides for a fixed 
weekly salary, a small commis- 
sion on all sales, and a yearly 
bonus, for continuity of service. 
The amount of salary, it says, 
should represent approximately 
75% of the salesman’s expected 
yearly earnings. 

The plan is believed necessary 
to cut down turnovers. The sur- 
vey revealed that “turnover among 
appliance salesmen was excep- 
tionally large’: 32.6% stayed four 
or five years, 22.1% stayed two or 
three years and 43.1% stayed one 
year or less. 

The booklet on training sales- 
men recommends the visual pres- 
entation program, review of 
printed film texts, use of G-E 
bulletins and manuals, discussion 
of national and local advertising 
copy, contests providing prizes, 
use of outside speakers, etc. 

Mr. DeJen has been with G-E 
here for 15 years. Prior to the 


war he headed the retail develop- 
ment department, charged with 
the task of getting dealers to use 
G-E sales training material and to 
follow policies of the manufac- 
turer. The department has been 
changed so as to handle the sales 
training planning. 
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Names Jack Lloyd 


Jerry Bly Publishing Company 
has named Jack Lloyd, New York, 
to handle all of its advertising 
pertaining to Jerry Bly, the Gad- 
get Guy, a new juvenile publica- 
tion coming out early this year. 
All media will be used. 
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LARRY GUERIN RECEIVES 
HEYWOOD BROUN MEMORIAL AWARD 


Item staff writer given one of 
nation’s highest honors for journalists 


Mr. Guerin’s award-winning investiga- 
tions dealt with prison parole practices, 
State Hospital for the Insane, Juvenile 
Court and Detention Home, and local 


agencies for poor and helpless children 
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Milne Board 
Admits Need 
For Changes 


The Geerd of directors of the 
Mane Municipal Beys’ Home rec 
ognwes that changes and Improve » 
ments are necessary im the oper 
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Milton Street 
Dump Will Be 


Closed Down 


By Parry Coorte 
‘The privaiely- owned Milien St 
dump will be eleced Dr John M 
Whitney. superintendent ef public 
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poe Suis Penmertiary ot Angela 


3 Governors Ignore Gov. Davis Frees Two 
State’s Forgotten Men } | After Angola Expose 
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Ill Mother And Children 
Found Living In Hovel Her 
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Second Taylor Child 
Placed In Asylum 
After Item's Expose 
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cond) 


NEW ORLEANS 


TE 


Ralph Nicholson, Owner and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 


(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 
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Tatham’s Record 
Proves Value 


of Ad Talents 


By KENNETH LAIRD 


[Editor’s Note: Th's extremely 
interesting and impressive demon- 


stration of the value of advertis- | 


problems for consideration by the 
| staff. The speed with which this 
| war moved, the scale on which it 
| was fought, and the long distances 
‘and attendant logistic problems 
|made the planning of naval avia- 
tion activities extremely complex. 
| It was not Tatham’s job to get 
the information. It was his job to 
|analyze it, exclude the unimpor- 
|tant, boil it down to the essential 
considerations and_ present it 
| understandably to the staff. 


Complex Job 


ing talent for analysis and simpli- | 


fication applied to technical mili- 
tary problems was written by Mr. 
Laird, an account executive of 
Dancer - Fitzgerald - Sample, Chi- 
cago, as a tribute to his friend and 
former associate, Arthur E. 
Tatham. Mr. Tatham, former ad- 
vertising manager of Bauer 
Black, former vice-president and 
manager of the Chicago office of 
Young & Rubicam, and vice-presi- 
dent and contact supervisor of 
Y&R, New York, is now on termi- 
nal ledve from the Navy. He is a 
former member of the board of di- 
rectors of the ANA, and former 
president of the Chicago Federated 
Advertising Club.] 


Chicago, Jan. 16.—When Arthur 
E. Tatham reported for duty in 
the Navy Department in May, 
1944, he was 
assigned to the 
planning staff of 
the Deputy 
Chief of Naval 
Operations (air) 
(he corresponds 
in the Navy to 
Gen. Arnold in 
the Army). Ta- 
tham was given 
two assign- 
ments, which, 
so far as anybody in the Navy 
knows, were unique and original 
in this war. 


Arthur Tatham 


Assignment number one was to| 


& | 


Assignment number two was 
|number one in reverse. Just as 
the problems were complex, so the 
solutions had to be complex. They 
were expressed in programs, poli- 
cies and campaigns. Their exe- 
|cution involved thousands of 
people in thousands of places. Ef- 
| fective execution required thor- 
|ough understanding on the part of 
|all these people. So, assignment 
number two was to take the plans 
as they developed, work out clear- 
cut analyses and explanations, and 
organize campaigns to put the plans 
over. 

To do this direct mail, slide 
films and movies, magazine stories 
and personally delivered chart 
talks were used. The Army heard 
of the work in connection with 
the Navy’s integrated aeronautic 
program, and invited Tatham to 
the headquarters of the Army Air 
Technical Service Command at 
Wright Field to explain it. As a 
result of his meetings there, he 
received letters of commendation 


ler, and Gen. Arnold. 


Organizes Staff of Specialists 


|ject to the Canadian War Staff 
|College in Toronto, and did so, 
appearing on the same program 
with Capt. (now Rear 


@ Nearly 800,000 


St. Paul Covers Half 
the 9th Largest Market! 


population (1940 Census) 


with more than $1,000,000,000 effective annual 
buying income makes St. Paul-Minneapolis the 


9th largest market in the United States. 
The St. Paul half is covered only by the St. Paul 


Dispatch-Pioneer 


Press with 148,886 combined 


city zone circulation. No other daily newspaper 


has even as much 
families. 
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342 Madison 
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from Adm. Miles, Maj. Gen. Mil- 


Some months later, Tatham was | 
| invited to speak on the same sub- 


Admiral) | 
analyze, organize and_ simplify’ Dan Gallery, the famous ara 


skipper who captured and brought |;and President Truman was sworn 


back “alive” a German submarine. 
To handle assignments one and 
two on a continuous basis and in| 


the necessary volume, Tatham or-|of future plans. 
|ganized a staff of analysis and/| 


presentation specialists. | 

His work along these lines led 
to many special assignments. The | 
appropriations committee of the 
House of Representatives couldn’t 
understand why the Navy needed 
tens of thousands of airplanes 
when it seldom used more than a 
thousand at one time in one fight. 
At the request (perhaps order 
would be better) of Artemus 
Gates, then Assistant Secretary of 
the Navy for Air, Tatham ap- 
peared before the committee and 
presented a graphic analysis of the 
planes needed in transit, in re- 
pair, in reserve, in training ac- 
tivities, etc., to support the fight- 
ing planes on each carrier in com- 
bat. One of the congressmen re- 
marked that he had heard a great 
many explanations of military re- 
quirements, but that this was the | 
first one he ever really understood. | 

When President Roosevelt died | 


| King, 


in, he asked Adm. King to present 


a 45-minute review of the Pacific 


war to date, including an outline 
It was a tough 
assignment—45 minutes to review 


three years of war and outline 
the plans for the future. So, 
graphics were relied upon—dia- 


gramatic maps and graphic com- 
parisons of strength and losses. 
Adm. Cooke, chief of staff to Adm. 
made the presentation to 
the President, who wrote Tatham 
a letter of commendation for its 
planning and preparation. 


Represents Navy 


In the frequent investigations 
by the Office of War Mobilization 
and Reconversion of the Navy 
Aircraft Procurement Plans, it 
became the duty of Tatham to 
represent the Navy and present 
the necessary justifications of the 
Navy plans. Similarly, he repre- 
sented the Navy before the War 
Production Board, where over-all 
planning subjects relating to avia- 
tion were involved. 

For his work in these matters, 
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Advertising Age, January 21, 1945 


Tatham was promoted in Augus). 
1945 to the rank of lieutenan: 
commander. 

On Aug. 28, 1945, he was order: 
to duty as Special Assistant 
the Under Secretary of the Nav 
Artemus L. Gates. In this assign - 
ment it was his duty to stu 
problems and policies relating 
demobilization, the planning 
the postwar Navy, decorations ard 
awards, the transfer of reser 
officers to the regular Navy, et 
and to advise the Under Secreta 
on these matters with particula; 
reference to their public relations 
aspects. 

Tatham served Mr. Gates in this 
capacity until he left the Nav 
Department on Dec. 31, 1945. For 
his work in this’ assignment 
Tatham was promoted to the ran! 
of commander on Oct. 2, 194 
This is probably one of the mos 
rapid rises on record, since he 
advanced to the rank of com- 
mander in about 18 months. 

There is a lot more that could 
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be written. One item of majo1 
importance is that he was a mem- 
| ber of the staff serving with Ferdi- 
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Advertising Age, 


nand Eberstadt in the preparation 
of investigation and report on 
plans for national security. The 
eport is now published, and is 
laying a prominent part in 
he congressional consideration of 
“unification.” 

Comdr. Tatham commented on 
his Navy experiences as follows: 

“Ever since childhood I have 
oved the water and sought every 
opportunity to be upon it. I 
oined the Navy with a specific re- 
quest for sea duty. In 20 months 

have never been aboard an 


armed vessel or an armed air- 
plane.” 
R. J. Poland Promoted 


Raymond J. Poland, formerly 
assistant to the vice-president in 
charge of management, operations 
and research for Associated Mer- 
chandising Corporation, New York, 
has been appointed secretary, 
effective Feb. 1. He _ succeeds 
Mae L. Brooks. In his new posi- 
tion, Mr. Poland will act as staff 
assistant to Joseph P. Kasper, 
president. Gertrude A. Helm has 
been named assistant secretary of 
the corporation. 


January 21, 1946 


Business Groups 
Act to Protect 
Wartime Savings 


New York, Jan. 17.—Represen- 
tatives of manufacturing, distribu- 
tion and finance, at separate meet- 
ings during a conference here last 
week on safeguarding wartime 
savings, passed resolutions for na- 
tionwide programs to protect these 
funds. 

The groups were 
H. F. Johnson Jr. of S. C. John- 
son & Son, Racine, Wis., Fred 
Lazarus Jr. of F. R. Lazarus & Co., 
Columbus, and Philip A. Benson, 
Dime Savings Bank of Brooklyn. 
R. R. Deupree, president of Proc- 
ter & Gamble, Cincinnati, was 
chairman. 

At the close of the calendar year 
1945, individuals in this country 
held $181,000,000,000 in liquid as- 
sets, Wesley Lindow of the Treas- 
ury Department told the confer- 
ence. Of this amount, $64,000,- 
000,000 was in federal securities; 


headed by 


| $54,000,000,000 in savings accounts, 


| 
| 


/and $63,000,000,000 


in currency 
and checking accounts. The $181,- 
000,000,000 is three times the na- 
tion’s total of six years ago. 


McKelvy Gives Dealers 


Five-Point Pledge 


Alfred D. McKelvy 
New York, manufacturer 
forth men’s. toiletries, 
spread copy in the forthcoming | 
issues of Apparel Arts, 
Fashion and Men’s Wear, 


of Sea- | 
will run|} 


intro- | 


ducing to the trade McKelvy’s | formerly 


planning board and ‘field repre- 
sentatives and explaining the com- 
pany principals who form the poli- 
cies for distributors. The firm’s 
executive staff has recently under- 
gone reorganization. 

McKelvy’s policy statement, 
over the signature of Hugh D. 
McKay, president, pledges the 
company to “hold Seaforth prod- 
ucts to standards of quality and 
packaging, unexcelled by any 


other line of men’s toiletries, re-| 


gardless of price; to restrict dis- 
tribution of Seaforth products to 
carefully selected, prestige stores; 
to support strong, year-round ad- 


| service 


Company, | 


Beatty | a br 


vertising; to supply distributors | 
with the best display material; | 
and [to see that the line is] rep- 
resented by field men of charac- 
ter and intelligence, whose sole | 
mission will be to give efficient 
to dealers.” Morse Inter- 
national, New York, handles the 
account. 


‘Garrison Opens Branch; 


Naines Baldwin Manager | 

W. W. Garrison & Co., Chicago | 
and New York agency, has opened | 
anch office in Grand Rapids, | 
|Mich., with George A. Baldwin, 
account executive of 
Wesley Aves & Associates, Grand 
Rapids, as manager. Mr. Baldwin | 
has also been associated with 
Owens-Illinois Glass Company, 
Toledo, as advertising manager, 
and with Foote, Cone & Belding, 
Chicago, as a member of the copy | | 
and contact staff. 


To Braitsch 


Shaw-Randall Company, Paw- 
tucket, R. I., container manufac- 
turer, has appointed Arthur 
Braitsch Advertising Agency, 
Providence, to handle its advertis- 
ing. 


Accuracy, speed and power are all available in well-designed 


advertising on Champion paper. Printing is a versatile 


and economical medium, for it covers every conceivable 


THE Champun Ve Viifott AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
. 2,000,000 pounds a day 
TEXAS 
LOUIS - 


District Salee Offices 


ad 


MILLS 


NEW YORK + CHICAGO - 


bonds, envelope papers, tablet writing and papeteries . 


AT HAMILTON, OHIO.. 
PHILADELPHIA - 


pion paper lends extra quality to your finished job. 


. CANTON, N. C.... HOUSTON, 


CLEVELAND BOSTON 


* ST. 


ROLLS A HIGH SCORE 


NN NUNN NNT TaN 257 


kind of direct mail, enclosure, catalogue and publication. It’s roll- 

ing now and will continue to pick up and do a better selling job for 
every advertiser. The Champion line is complete; it includes coated and 
uncoated for letterpress and offset, envelope, bond, cast coated high 


finish for fine package wraps, papeteries and specialties. Cham- 


CINCINNATI + ATLANTA 


g 
Dout 
LET THIS FOO YOU 
GREENVILLE, S. ¢ 
(promorsted) 34 .734* 


Greenville is listed with an 
official city population of 
34,734. These city limits were 
established in 1865 and have 
never been extended beyond 
a 1% mile radius. 


Because... 


ce = 


123,000° 
PEOPLE 


_ Live within — 


Greenville, a 100,000 market 
in its own right, is the trad- 
ing center of 8 rich counties 
—total population, 402,600°* 
—1944 retail sales $83,678,- 
500.** Greenville and Green- 
ville County are South Caro- 
lina’s leading retail sales 
areas. 


ont ( 
GREENY anos unit 


is, oat 


ee 


eax Unets ' 


a 


Top coverage of South Caro- 
lina’s top marl:et, 103% fam- 
ily coverage in Greenville 
County—first county in 
South Carolina’s 1944 retail 
food, lumber, building, hard- 
ware and general merchan- 
dise sales. 62% coverage in 
the 8 surrounding counties. 
Top spot on any South Caro- 
lina schedule. 


Represented Nationally by 
WARD-GRIFFITH COMPANY, INC. 
*:940 Census 


**Sales Management Estimates—1944 


GREENVILLE 
ISA 100,000 + 
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Ist a SOUTH CAROLINA 
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Plans French Magazine 


Qualite Francaise, a monthly 
Magazine printed in French, Eng- 
lish and Spanish, for distribution 
throughout the world, is being 
prepared in Paris for publication 
soon. It will deal with interna- 
tional trade. 


Joins Sealright 


C. E. Rondomanski, formerly 
with Batten, Barton, Durstine & 
Osborn and with Rock of Ages 
Corporation, Barre, Vt., has joined 
Sealright Company, Fulton, N. Y., 
as advertising and sales promo- 
tional manager. 


The Magazine that grew 
up with the Industry! 


FROZEN FOODS PACKER 


LOCKER OPERATOR 


FROZEN FOODS DISTRIBUTOR 


95% of the packers of frozen The nation’s 6,000 locker 1,200 frozen food distributors, 
fruits, pan —, plants, with he Pees = exclusively covered by QUICK 
meats, poultry an coo! ers, turn over abou 2 bi "ROZEN IS. offer : x- 
foods ‘read QUICK FROZEN lion pounds of frozen foods PROZEN BROODS. oiter an x 
FOODS. This market for pack - annually. There should be — holdi Bess eibiaatian 
aging, processing and all 10,000 locker plants by mid zero holding rooms, refrigeration, 

of equipment is ex- 1946. QUICK FROZEN cabinets, insulation, packaging, 


pected to double during the 
first postwar year. 


First in Editorial 


“Quick Frozen Foods’ ’’ 


spondents, 6 of whom are on a yearly retainer 
basis. 

First in Advertising 

We have 351 current advertisers, representing 


many types of suppliers. Our annual 
Food Processors’ Directory” 
tisers. 


First in Circulation 


We have 5,500 paid subscribers (as of Oct. 1, 
1945) and a total monthly distribution of 8,000 
a paid coverage unequalled 


copies .. . representi 


by any one or group publications. 


QUEK 
FROZEN FOODS 


and The Locker Plant 


FOODS reaches this potential 
equipment-buying market. 


THE NO. 1 PUBLICATION OF 


technical advisory staff 
includes Clarence Birdseye and 13 of the nation’s 
leading freezing technicians. We have 16 corre- 


‘Frozen 
carries 150 adver- 
We take a personal interest in every ad- 
vertiser and specialize in market data in this field. 


ete. 
triple by 1947-48. 


THE INDUSTRY 


} 


FROZEN FOODS | 


and The Locker Plant 


PROCEZ/ING 


DISTRIBUTING | 


4 
| 
| 
lH 
| 
} 
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Since 1938 


Published Monthly by 


E. W. WILLIAMS PUBLICATIONS, INC. 
82 WALL STREET e NEW YORK, N. Y. 


CHICAGO OFFICE SAN FRANCISCO 
564 Market St. 


612 N. Michigan Av. 


SEATTLE LOS ANGELES 
1411 4th Avenue 541 S. Spring St. 


Johnston Elected V.P. 
of United Drug Stores 


W. G. Johnston, for the past 23 
years with Walgreen Drug Com- 
pany, Chicago, as vice-president 
and a director, has resigned to 
join United Drug, Inc., as vice- 
president. United’s headquarters 
were moved recently from Boston 
to Los Angeles where the com- 
pany plans a new building for 
executive offices and the world’s 
largest drug store. 

Mr. Johnston will supervise the 
operations of all retail stores 
owned by United Drug, including 
346 Liggett stores in the eastern 
and central United States, and 180 
Owl and Sontag stores on the 
West Coast. 


Morton Appoints 


Mitchell B. DeGroot Advertising 
Agency, Pittsburgh, has been ap- 
pointed to handle the account of 
Morton Appliance Company, Chi- 
cago, maker of washers and other 
appliances. The cOmpany was 
formed recently by. Milton M. 
Ohringer, who heads the R. P. Mor- 
ton Company, furniture maker, also 
handled by the DeGroot agency. 


Their number is expected to | 


every time 


When you give your platemaker a Kodachrome to reproduce, sir, 
you are asking him to interpret a transparency. A transparency 
is difficult to judge. He sees it one way, you another. And too 
often, perhaps, you fail to get just the effect you anticipated. 


Our full color Chromart Print, made from your Kodachrome to 
fit into your artwork, is made photographically and is right. Being 
on paper, your platemaker has a real chance to display his skill, 
matching color-for-color. And it has the full production flexi- 
bilities of other forms of normal copy: It can be dramatically 
displayed, airbrushed for last-minute changes, pasted into com- 
plicated artwork so that but ome set of plates need be made of the 


entire page. 


Chromarts are backed by 8 years of making color prints that are 
right for platemaking. Priced from $44 to $100, depending upon 


print size. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


Farrar, Straus 
Join to Launch 
Book Company 


New York, Jan. 17—John C. 
Farrar, one of the founders of the 
Farrar & Rinehart publishing 
house, has formed with Roger 
Straus, formerly officer in charge 
of the branch magazine and book 
section of the Navy Office of Pub- 
lic Information, the book publish- 
ing firm of Farrar, Straus & Co. 

The new company will not be- 
gin publishing a full list of titles 
until summer, and will concen- 
trate on general publishing of 
both fiction and non-fiction with 
particular emphasis on modern 
writing. 

Mr. Farrar is well known as a 
discoverer of writing talent, hav- 
ing been editor of the George H. 
Doran Company and Doubleday, 
Doran & Co., as well as conductor 
of the Breadloaf Conference in 
creative writing at Middlebury 
College. 


’ uUaT yy ’ I 


Sussman & Sugar, New Yor, 
has been tentatively appointed 06 
handle advertising for the new 
firm. Advertising plans have n> 
been formulated, but are expected 
to concentrate on the customa y 
book media. 

The name of Farrar & Rinehart 
has been changed to Rinehart 
Company, Inc. 


Westinghouse Organize: 


Sterilamp Distribution 

The Westinghouse lamp di\)- 
sion, Bloomfield, N. J., has esta\- 
lished a nationwide organization 
of independent distributors to 
serve as application engineers and 
as sales and service outlets for the 
Sterilamp, a bacteria-killing de- 
vice. In most cases, the firms ap- 
pointed as distributors are han- 
dling only Westinghouse bacteri- 
cidal ultraviolet lamps. 

This form of distribution has 
been determined, explained 
Charles W. Flood Jr., manager of 
the Sterilamp department, “be- 
cause bactericidal ultraviolet has 
opened up a new industry requir- 
ing specialists in ultra-violet en- 
gineering.” 
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Sunday 


we'll deliver it! 


REPRESENTED 


: his area). 


Clipper Ships... 
over a century ago 
aided in establish- 
ing the industrial 
wealth of Boston 
and New England. 
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~ > cssociation of 43 state teachers magazines 


verlising Age, January 21, 
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Ask Your Grocer 


PEANUT BUTTER 


HOMOGENIZED 


IN NEW DRIVE—This is one of the ads 

in the new campaign of Velvet Nut 

Products, Detroit, appearing in 20 

newspapers through Simons-Michelson 
Co. 


Pabco Launches 
Broad Drive for 
Alumi-Shield Paint 


San Francisco, Jan. 16—With 
special emphasis on the farm mar- 


cet, which is expected to be a 
major user, Paraffine Companies, 
Inc., has started promotion in 


home, farm, lumber and hardware 
jublications for Pabco Alumi- 
Shield, its first paint product to be 
idvertised nationally. 

The product, according to L. M. 
Clayberger, advertising manager, 
s a unique asphalt - asbestos - 
aluminum coating that protects 
metal and composition roofs, as 


well as concrete, brick, galvanized 
iron and stucco composition sur- 
faces. It is the first of a number | 
f products to be marketed na- 
tionally by Paraffine Companies as 
naterials become more abundant. 
The new ad campaign for 
Alumi-Shield, scheduled to run 
throughout the year, is appearing 
in American Home, Holland’s 
Magazine and Sunset. Leading 
farm publications are also being 


> 


Y 


g : 
“BEST-SELLERS”’ 
ARE MADE! 


hool teachers are alert, informed, recep- 
¢ to new and better ways of doing things. 
n teacher becomes your customer the 
ke t of her approval is not lost on 25 mil- 
alert students. And teacher enjoys well 
served prestige and influence in the com- 
Inity, too. 
yur product or service takes an impor- 
step towards the “‘best-seller’’ class 
en you tell your story to the 710,000 
‘rer-subscribers of the 43 State Teachers 
azines. 
s the official publications of state edu- 
nal organizations, these magazines 


= 


used throughout the East, South- 
east and Atlantic Seaboard areas. 
In the West and Rocky Mountain 
regions, all top farm publications 
will carry the ads. Other terri- 
tories will be added as raw ma- 
terials become available. 


Protects Against Sun 


Advertising features Alumi- 
Shield as “a roof-coating combina- 
tion of weather proofing material 
and tough asbestos fibers, through 
which tiny flakes of aluminum rise 
to the surface to form a metallic 
shield against sun’s destructive 
rays and the ravages of rain, snow 
and sleet.” The surface of Alumi- 
Shield is said to reflect up to 80% 
of the sun’s rays, thus reducing 
building interior temperatures by 
as much as 15% in the summer. 

Alumi-Shield was first given a 
thorough testing in the West, but 
it was first introduced in the East 
because of the earlier advance of 
the seasons there. 


The completely integrated pro- 
motion campaign includes forceful 
merchandising ads for dealers to 
run over their own names in local 
newspapers. Dealers are also sup- 
plied with folders and mail in- 
serts. A colorful point-of-sale dis- 
play, featuring a gallon can of 
Alumi- Shield, is being supplied 
dealers for counter or window 
showing. 


Ideal for Farmers 


The advertising campaign is 
particularly slanted toward farm- 
ers who are expected to be among 
the principal users of Alumi- 
Shield—first because the product 
is of the type the individual can 
easily apply himself, and second 
because the product is especially 
suited to the type of roof and side 
wall surfaces generally found on 
farms. 

For purposes of aiding distribu- 
tion and production, new plants 
have been opened by the com- 


pany in Summerville, N. J., 
Los Angeles. 

Brisacher, Van Norden & Staff, 
San Francisco, handles 
count. 


Jeris Hair Tonic Uses 
382 Papers, Magazines 


Ar. Winarick, Inc., New York, 
will use 370 newspapers from 
January through June, and 12 na- 
tional magazines in its 1946 cam- 
paign for Jeris hair tonic. Cam- 
paign theme will be “Eddie is a 
snowman, Eddie has dandruff, He 
needs Five-in-One hair care.” 
Spot announcements in larger mar- 
kets also will be used. 

Half pages will appear in Col- 
lier’s, Life, Look and The Saturday 
Evening Post, and half columns 
are scheduled for American Legion 
Magazine, Front Page Detective, 
Liberty, Master Detective, Head- 
line Detective, Inside Detective, 
True Detective and True. Agency 
is the Wesley Associates, New 
York. 


the ac-| 
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and ‘Mooney Resigns from G-M 
| Board; Johnson Elected 


James D. Mooney has resigned 
| as a vice-president and member of 
| the board of directors and admin- 
|istration committee of General 
Motors Corporation, Detroit. He 
will devote part of his time as 
chairman of Technical Managers, 
Inc., engineering-management or- 
ganization providing counsel in the 
international field on American 
technological ideas. 

E. F. Johnson of Detroit, who re- 
tired Dec. 31 as a vice-president of 
General Motors and a member of 
the administration committee, has 
been elected to the board. 


MISSOURIS “S MARKET 
nd 


ST. JOSEPH NEWS-PRESS 
St.Joseph Guzette 


Are you ashamed of 
your present letterhead? 


Your letterhead is your business rep- 
resentative. It can lend importance to 
any message it carries, make the right 
first impression, command attention 
and respect ...or it can be a business 


liability. 


If it’s time to check up and mod- 
ernize your letterhead, Hammermill’s 


NEXT TIME WE ORDER 
LETTERHEADS, LET’S HAVE 
SOMETHING WE’RE PROUD OF 


It’s easy to redesign your letterhead...New Hammermill Book shows how 


newest management-idea book can 
help. Called ‘“‘ Your Next Letterhead,”’ 
it outlines the essential elements that 
should appear in a good letterhead and 
provides you with some 26 examples 
of effective design. 

It is a real “‘show how”’ book that 
you will use. Just send the coupon. 


RIGHT!... AND 


WILL HELP US 


national coverage with local appeal. 
are available in any combination of | 
one to 43 states. For full details, 
State Teachers Magazines, Inc., 307 
lichigan Ave. 


. Chicago 1, today. 
Georgia C. Rawson, Manager 
R aching America’s Most Influential Market 


ate Teachers — 


MAGAZINES 


a 


Companion papers for office use include 
ermill Mimeo-Bond and Hammermill Duplicator 


BOND 
t 


* iE | 


fm rrr eer 


Hammermill Paper Company, 


HERE'S A BOOK THAT 


Good paper is a requisite for a good letterhead, but it need not be extravagantly expensive paper. Ham- 
mermill Bond—improved in color and quality since war’s end— meets all requirements at moderate cost. 
With your copy of “Your Next Letterhead,”’ we’ll'include the sample book of new Hammermill Bond. 


1457 East Lake Road, Erie, Pennsylvania 


Please send me— FREE 


a copy of ‘‘Your Next Letterhead,”’ 


and include the sample book of new Hammermill Bond. 


Name 


Position - —— 


(Please attach to, or write on, your business letterhead) P1-1-18 
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P&G and JWT Top | 
Advertiser-Agency — 
Listings on ABC 


New York, Jan. 16.—Procter &| 
Gamble Company, Cincinnati, dur- | 
ing 1945 purchased $2,240,537 od 
gross time sales on the American 
Broadcasting Company, topping | 
the list of 115 advertisers using | 
the network for a total gross time | 
sales figure of $40,045,966. 

First on the list of 77 advertis- | 
ing agencies placing business with 
ABC during the last year is J. 
Walter Thompson Company, lead- | 
ing by more than $2,000,000 the | 
second agency on the list, Comp- | 
ton Advertising, with a total of | 
$4,540,394. 

In addition to P&G, 11 other 
ABC sponsors bought $1,000,000 
or more in time on the network, 
including, in order, General Mills, 
Miles Laboratories, Kellogg Com- 
pany, Coca-Cola Company, Quaker 
Oats Company, Swift & Co., Libby, 
McNeill & Libby, Esquire, Inc., 
Westinghouse Electric Corporation, 
Philco Corporation and _ Ford 
Motor. 


Foods Lead Others 


Of the 19 “industrial classifica- 
tions,” plus miscellaneous, foods 
and food beverages led all others, 
accounting for $12,450,650 of the 
more than $40,000,000 total gross 
figure. Drugs and toilet goods 
were second with $7,369,346, and 
stationery and publishers came 
third with $4,190,140. 

Following is the ABC listing of 
advertisers and agencies using the 
network last year, with individual 
billings figures: 


Advertisers 


1. Procter & Gamble...$ 2,240,537 
2. General Mills, Inc.... 2,159,021 
3. Miles Laboratories, 

CS | Ge ak ots ok Sw koe 1,956,191 

. Kellogg Company 1,678,207 

G. CocpeCois CO. . iiss 1,493,370 
6. Quaker Oats Co... 1,489,247 
7. are ae SA ois 1,483,725 
8. Libby, MeNeill & 

OP a ee 1,420,561 
9. MGUre, TRG: 6 6cas nis 1,176,187 
10. Westinghouse Elec- 4 

CPi COT sas 3s 1,148,457 
Li. PRiloe Core, 4.3... 1,144,236 
12. Ford Motor Co... 1,055,915 
13. Reader's Digest Ass'n 959,728 
14. Curtis Publishing Co. 868,796 
15. Andrew Jergens Co.. 851,622 
16. General Foods Corp 823,539 
17. Allis-Chalmers Mfg. 

Re OES eee siete n 807,452 
18. Bristol-Myers Co.. 725,062 
19. Lehn & Fink Prod- 


& COMPANY 


REPRESENTING LEADING RADIO STATIONS 


20. 


bo bo bo bo bo 
Ul d cobs 


BOte “COMM. <5. 603 4 ae es 646,663 $1. 
Larus & Bro. Co..... 623,958 42. 
Mail Pouch Tobacco 43. 
GM evdbeetieeeres dees 580,548 44. 
The Borden Company 558,896] 45. 


Charles E. Hires Co. 
Williamson Candy Co. 


557,429 | 


BOrmcem Ce. wiwcesd 550,144 

Equitable Life Assur- 47. 
ance Society ........ $88,037 48. 
taytheon Production ' 4. 
tS eS ee 487,718} 50. 


Hall Brothers, Ine.. 
D. L. Clark Co... — 
Carter Products, Ine. 
Nat’l soard of Fire 
UnGerwriters ...0.s. 
Prudential Life In- 


462,930 


33,166 52 


' 


BUTERCS CO; . ccs. 108,078 54. 
American Cyanamid. 390,689 5D. 
United States Steel | 56. 
ere Ce 372,815 

Welch Grape Juice | OF. 
i: ES A ne ee 367,447 

py ee) eae ee 367,404 58 
George W. Luft Co... 365,163] 59. 
Nash-Kelvinator | 60. 
GRO. Saku haw ee de dic 341,530] 61 
American Meat In- 

My ee err 323,874] 62. 
Pacific Coast 30rax 63 
oe re eee 321,932| 64 


551,694 46. 


$56,268 D1. 


$19,048 53. 


‘ si 
Pharma-Craft Corp.. 318,813| 65. Harvel Watch Co.... 109,664 89. Frank H. 

Dr. Pepper Co...... 298,350 66. Lockheed Aircraft 90. Safeway Stores, 
Wwaneer CO. .......-. 284,729 OS ree ab eS 108,648 91. Chemicals, 

Standard Brands, Ine. 277,944 67 Chatham Mfe. Co.... 90,110 92. Kellogg Co. 

Gillette Safety Razor 68. Army-Navy-Red 93. Guittard Chocolate 

ee ere eae 262,892 | Crosse Weries ..i6s. 87,384 ge ere © ro 
Owens-Illinois Glass | 69. U. S. Army.... iM 72,219 94. Pinaud, Inc. ... 

EE a rr eee 257,712} 70. American Iron & 95. S. A. Moffett oe 
fa: Me Se Pet. 236,561 Steel Institute ..... 70,823 96. Cummer Co. division, 
sotany Worsted Mills 219,477 71. Lear, Pedigu-s 62,061 Sterling Drugs, 

L. E. Waterman Co. 210;912 72. Falstaff Brewing 97. Signal Oil 

Sweets Co. of Amer- SEC aio igre Bee: cee a $0 51,136 98. Club Aluminum Prod- 
DN Mantes ce. v dils 45% « 205,625] 73. Scripto Mfg. Co R 50,320 ucts Co. 

SS | er eer ee 200,310 | 74. Eversharp, Ine. i 46,668 | 99. Bekins Van & Storage 
Fisher Flouring Mills | 75. John H. Breck, Inc.. 46,245 |100. Soil-Off Mfg. : 
gS a ne 198,556 76. Hunt Foods, Inc.... 44,734)101. Washington Coopera- 
Aluminum Co. of we ke taymond Labora- | tive Ege & Poultry.. 
pS Se 192,240 og re aera 43,578 |102. Christian 

Hastings Mfe. Co.. 186,392] 78. Foster-Milburn Co... 43,424 Publishing Society 
O’Cedar Corp. ... : 185,986| 79. Peter Paul, Inc..... $1,008 | 1038. Mentholatum Co. 
Elgin National | 80. Wilson Sporting 104. Food Machinery 
i> 2S eee 167,448 | ASS Se ee 39,000 SSS eer 
Chef Boy-Ar-Dee | 81. General Baking Co.. 37,896 |105. Washington State 
Quality Foods ...... 164,747 82. Benjamin Moore & Co. 37,690 Apple Commission... 
B. F. Goodrich Co. 155,499 83. Manhattan Soap Co.. 35,8741106. Dr. Earl Sloan, 
Wareroos ©. .6a0.%. 155,013! 84. William Wise & Co.. 34,7551107. Denalin Co, 

mrmoer & Ce;... «5... 142,148 | $5. Congress of Indus- 108. Batavia Metal 

Grove Laboratories, trial Organizations.. 34,428 UO SEs ae ae 
i. ics nie Mir ane, ate" o's 137,662 86. H. Fendrich, Inc..... 31,393 | 109. Comfort Mfg. Co..... 
Ward Baking Co.... 125,944| 87. Gum Laboratories, 110. Iodent Chemical 
McKesson & Robbins 122,843 | RATS GA ee aa 32,148|111. Zukor’s, Inc. 
Sherwin-Williams Co. 112,281| 88. Rainier Brewing Co. 32,0461112. Bu-Tay Products Co. 
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Thanks! 


Here are some of the advertisers who 
have helped to make 1945 the biggest 
year in the history of 


NATIONAL & REGIONAL 


The Alkaline Company 
(Flem-O-Lyn ) 

American Express Company 

Anacin 

Hill’s Cold Tablets 

American Schools 

Barbasol 

Eno’s Fruit Salts 

Bulova Watch Co. 

Colgate Dental Cream 

Cuticura 

Ex-Lax 

J. H. Filbert (Margarine ) 

General Motors 


{ho 


INCREASE 
OVER 
1944! 


Gordon Baking Co. 
(Silver Cup Bread ) 


Hennafoam Shampoo 
Krueger Beer 

La Boheme Vineyards Co. 
Longines-Wittnauer Watch Co. 


Maurella Products Co. 
(Perfumes ) 


Mentholatum 

National Distillers Corp. 
Royal Crown Cola 

Scott & Bowne 

Seeman Brothers 
Trommer’s Beer 

Wildroot Co. (Hair Tonic ) 
N. J. Bell Telephone Co. 


RETAIL 


Abelson’s ( Jewelers ) 

Simon Ackerman Clothes, Inc. 

American Shops (Clothes) 

The Berkeley Co. (Furniture ) 

Broadway Hosiery Shops 

Jack Dempsey’s Restaurant 

Hotel St. George 

Howard Company (Jewelers) 

Kresge-Newark (Dept. Store) 

Michaels Department Store 

N. J. Stoker Corp. 

Prentis Clothes 

Schwarz Drug Stores 

Tappin’s Inc. (Jewelers) 

United Security Association 
Warehouses 


Weber & Heilbroner 


... This impressive increase was 
achieved in spite of the fact that 
in 1944. WAAT had enjoyed a 


73% inerease over 1943! .... 


113. Americ: 

114. Corley | 

115. Standar 
fornia 
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12. Sechwim 
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15. Shermat 
quette 
16. Lennen 
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' 113. American Dairy Ass'n 1,184 17. Aubrey, Moore & Cigine ABGACY ..4%.. 214,159) 62. Huber Hoge & Sons. 34,755 
‘ i114. Corley Diet Food Co. 856 MU MERID. 3 kts aes ccn't 737,680} 39. Charles Dallas 63. Wiltman & Pratt.... 34,428 
; 2 Miio. Standard Oil of Cali- 18. Foote, Cone & ee et 210,912 | 64. Wm. H. Weintraub & 
e+}: ee Se acerca 402 eee 713,726| 40. Ivey & Ellington.... 205,625 CO iy ceed ewe OKs 32,464 
M ——————-_| 19. Knox Reeves Adver- 41. McJunkin Advertis- 65. Ruthrauff & Ryan... 31,393 
» ae. ¢ 0 ARR $40,045,966 EE ip a tices Ciara 2s 679,865 TE i ee ie 203,869 66. Dorland Internation- 
7.38 ————-| 20. Walker & Downing. 668,241] 42. Fuller & Smith & al-Pettingell & Fen- 
sana Agencies 21. Wm. Esty & Co..... 646,663 ee eee 192,240 re eee 21,447 
as 1. J. Walter Thompson 22. N. W. Ayer & Son.. 636,648 | 43. Keeling & Co........ 186,392| 67. Erwin, Wasey & Co.. 20,654 
, Pe a ee ee $ 4,540,394 23. Sherman K. Ellis, Ine. 597,326 44. J. M. Mathes, Inc.... 164,306| 68. Barton A. Stebbins 
Compton Advertising 2,309,467} 24. Doherty, Clifford & 45. Donahue & Coe...... 37,662 | Advertising Agency. 17,160 
s. Kenyon & Eckhardt. 2,248,536 SMONNOIG sisicaciess 570,443 | 46. J. D. Tarcher & Co... 122,843 69. Trade Development 
|. Batten, Barton, Dur- 25. Grant Advertising, 47. A. W. Lewin Co..... 109,664 | COPD. ...-ceccevesers 16,761 
stine & Osborn...... 2,082,855 MNCS “Grats wiordta tke wow o.a os 475,102} 48. M. H. Hackett Co.... 90,110; 70. A. E, Brooks Adver- 
5. Young & Rubicam.. 2,042,573] 26. Small & Seiffer...... 433,166] 49. Henry Souvaine, Inc. 87,384 tising Agency ..... 16,086 
6. Wade Advertising 27. Hazard Advertising 50. Arthur Kudner, Inc.. 62,061| 71. H. B. Humphrey Co. 12,440 
POS eee 1,956,191 > iS Pe aaa 390,689] 51. Garfield & Guild Ad- | 72. The Mayers Co...... 11,442 
7. Warwick & Legler... 1,598,187] 28. H. W. Kastor & Sons ol!) ree 55,480 | 73. Rhoades & Davis.... 8,974 
Ss. Dancer-Fitzgerald- Advertising Co. .... 367,447| 52. Tucker Wayne & Co. 50,320! 74. Evans Associates ... 7,530 
MINED. 55 a a win 6a ws, 0:0: 1,530,292 29. Geyer, Cornell & Oa, i: mee BOW Ce... sss 46,668 75. John Barnes Agency 4,680 
D’Arcy Advertising | eS ere 341,530 | 54. Charles H. Sheldon 76. Glasser-Gailey & Co. 1,770 
2, RR POR OPE ee 1,493,370] 30. Leo Burnett Co...... 323,874 Advertising ........ 46,245 | 77. Campbell-Mithun 1,184 
10: MeCann-Erickson .. 1,486,130} 31. Burton Browne Ad- 55. Roche, Williams & ————noeneee 
11. MacFarland, Aveyard WOT CIO oki ps ka. 323,412 COGS Gai es ina a's 43,578 po | ee $40,045,966 
RR Seer eee 1,287,844] 32. Tracy-Locke Co..... 298,350 | 56. Street & Finney..... 43,424 eames ae 
12. Schwimmer & Scott. 1,176,187] 33. Hill Blackett & Co... 284,729 | 57. Duane Jones Co..... 42,633 
13 torent & py rekon --- 1,146,600] 34. Raymond Spector Co. 275,352 58. Brisacher, Van Nor- eT ee 
14 utchins Advertising 35. Buchanan & Co...... 268,607 ee rr 41,008 ” 
ees tla ae bade ss 1,144,236 | 36. Maxon, Inc. ........ 2,892] 59. U. S. Advertising MBS Appoints Benson 
nas 15. Sherman & Mar- 37. Alfred J. Silberstein- Sees SAA ee 39,000 
6 7h, GUOCLO oo. sansa vases 891,921 Bert Goldsmith, Ine.. 219,477) 60. The Clements Co.... 37,896 George M. Benson of the MBS 
16. Lennen & Mitchell.. 851,622| 38. Pacific Nat'l Adver- ‘| 61. St. Georges & Keyes 37,690 | Sales staff, and former eastern 
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Vow! Ot We 7i 


WAAT delivers 


* 


more listeners per dollar 


. 


in America’s 4" Largest Market’ 
than any other station- 


including all 50,000 watters! 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


970 KC 
NEWARK, 
N.J, 


“Do you realize this market contains over 3'% million people: more than these 14 
cities combined: — Kansas City, Indianapolis, Rochester, Denver. Atlanta, Dallas, 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 
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sales manager of American Broad- 
casting Company, has been ap- 
pointed division sales manager for 
Mutual. Recently joining the net- 
work’s sales staff is Howard W. 
Cann Jr., formerly in the Army 
air forces. 


New Papermaking Book 
Issued by Bulkley 


“Papermaking in America,” a 
handsomely bound volume edited 
by Stephen Goerl, has just been 
published by the Bulkley, Dunton 
Organization, New York. The new 
book is a companion piece to “A 
Pictorial History of Paper,’ pub- 
lished last year. 

The latest volume contains 22 
pages of scratchboard drawings by 
Robert Greco, depicting highlights 
in the 255-year development span 
of American papermaking. 


Opens Cleveland Office 


F. W. Pitt, director of sales of 
Central Paper Company, Muske- 
gon, Mich., has announced the 
| opening of a new sales office in 
|Cleveland. Larry Powers, sta- 
tioned in the New York office since 


| 1928, has been named manager. 


| 
| 


To sell anything that MEN buy 


..+-from hats to automobiles 


* * 


For closer attention anc faster action, 
reach the inquisitive, fact-hungry, 
quick-starting mind of the Popular 
Mechanics reader. 


You're talking to a man who reads 
ads deliberately, not by accident... 
who finds Popular Mechanics adver- 
tising an important, absorbing part 
of the magazine...a man who digs 
right down into even 4-point type 
month after month because he doesn’t 
want to miss a thing. 

And there are 34% MILLION 
of these ad-minded, cover-to-cover 
readers—most attentive man-audience 
in America. 

It pays to put Popular Mechanics 
on your schedule and REACH THE 


P. M. MIND! 


\ PULAR 
AT CHIANICS 
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ost of 


Admen>x the 
Armed Forces 


Maj. Lynn Fairbanks, Army 
public relations chief in Milwau- 
kee since 1943, has been dis- 
charged and will resume his ci- 
vilian position as manager of 
KFIZ, Fond du Lac, Wis. 

T/Sgt. Edward Ball, assistant to 
the Army public relations chief in 
Milwaukee, has rejoined H. C. 
Mulberger, Inc., Milwaukee adver- 
tising agency. 


Webb Rejoins Agency 


Lt. Stephen M. Webb, after two 
years’ service as information offi- 
cer aboard the U. S. S. Gosper, 
combat carrier, in the Pacific, has 
resumed his full-time duties as a 
partner in Spitz & Webb, Syracuse 
advertising agency. 

Lt. Eddie Coontz, USMC, former 
radio announcer and producer, has 
set up an office in the Colcord 
building, Oklahoma City, to pro- 


duce “packaged” radio shows. 

Comdr. Wilson Brown, after five 
| years’ service on destroyers in Pa- 
cific naval actions, has rejoined 
Jewell F. Stevens Company, Chi- 
cago, as vice-president. The agency 
has moved to new quarters at 25 
E. Jackson Blvd. 

Capt. W. L. Sanborn, after serv- 
ice with the AAF, has returned to 
Anfenger Advertising Agency, St. 
Louis, as vice-president and ac- 
count executive. 

Vice Admiral Russell Willson, 
|USN (Ret.), who for the past four 
years was closely associated with 
ithe Navy high command, has 
‘joined the staff of World Report 
as an associate editor. During the 
war he served first as chief of staff 
and later as deputy commander in 
chief to Admiral King until retired 
in 1943, when he became senior 
naval strategic adviser to the Joint 
Chiefs of Staff. 

Capt. W. L. Sanborn, after serv- 
ing with the AAF, has returned to 
Anfenger Advertising Agency, St. 
Louis, as vice-president and ac- 
count executive. 

Lt. Anthony Pieper, following 


forces, has returned to the produc- 
tion department of O. S. Tyson & 
Co., New York. 

Robert S. Cragin, who was chief 
copywriter for Leighton & Nelson, 
Schenectady, N. Y., has returned 
to the agency after two and a half 
years’ service with the Army in 


|the Philippines. 


Rejoins Pick Hotels 


T/Sgt. Leonard J. Citron, after 
serving with the 13th Air Force, 
has returned to his former position 
as advertising director of the Pick 
Hotels Corporation, Chicago. 

Capt. Roger N. Peterson, A.C., 
has rejoined the copy and account 
staff of Peterson & Kempner, 
New York industrial advertising 
agency. 

Lt. Clair C. Calligan Jr., USNR, 
formerly chief of the announcing 
staff of KSD, St. Louis, has joined 
the radio department of Olian Ad- 
vertising Company’s Chicago office. 

Lt. Comdr. James M. Woodman, 
for the past four years a naval air 
operations officer in the Pacific 
theater, has rejoined Roche, Wil- 
liams & Cleary, Chicago, as an ac- 


his discharge from the Army air 


count executive. Lt. Raymond A. 


Seng, attached to the field artillery 
for three years as an information- 
education officer, has returned to 
his copywriting duties with the 
agency. 


Burdick to KSFO 


Richard S. Burdick, after nearly 
five years’ service with the AAF 
radio service, and who, with Ezra 
Stone ani Irving Berlin wrote 
“This Is the Army,” has joined 
KSFO, San Francisco, as produc- 
tion director. Prior to the war he 
was with Young & Rubicam, New 
York. 

Robert McIntyre, an account ex- 
ecutive with Byrde, Richard & 
Pound prior to the war, has been 
added to the research and promo- 
tion staff of Outdoor Advertising 
Incorporated. He was active on 
the staff of Stars & Stripes in the 
MTO and ETO, while a member of 
the Army Transportation Corps. 

Capt. Herman E. Moecker has 
resumed his post as national ad- 
vertising manager of the Albany 
Knickerbocker News, after serving 
with the 27th division in the PTO. 

Capt. Neil Collins, PRO, Colum- 


bus Army Service Forces, has 


Sell the readers 
and you have sold the Dallas market. 


_ Che Dallas Morning News 


of The News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 


Will It Help Us Sell 
Lip Sticks? 


Chemurgy is the union of agriculture and 
chemistry—the growing of products for in- 


dustrial markets. 


Chemurgy is one of the livest subjects in 
rural America—also one of the reasons why 
out-of-town readers prefer The Dallas News. 


HE News’ Editor Victor H. Schoffelmayer is 
Texas’ No. 1 authority on Chemurgy—as well 
as most other subjects agricultural. 


Will rural influence help sell your goods? You 
can tell the cockeyed world it will—in this Dallas 
market or in any market. 


There are thousands—many, many thousands of 
farm families in which The News ranks tops be- 
cause of its agricultural columns. 


reader-group, The News 


leadership—and of being the best medium for your 


advertising. 


A Real Newspaper Has To Do Everything 
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joined the public relations depa?t- 
ment of Byer & Bowman Adver- 
tising Agency, Columbus, O. Prioy 
to entering service in 1922, he was 
publicity director of WHK and 
WCLE, Cleveland. 

Lester B. Morgan, chief photog. 
rapher’s mate on active duty in 
the Pacific with the Navy, has re. 
turned to the advertising depart- 
ment of Ansco Division, Genera] 
Aniline & Film Corporation, Bing. 
hamton, N. Y. 


Rejoins ‘Nebraska Farmer’ 


Lt. Thomas Hickey, just ec. 
turned from active service in the 
Pacific with the Navy, has beep 
appointed advertising manager of 
the Nebraska Farmer. He was on 
the advertising staff of the publica. 
tion prior to the war. 

Robert E. Martin, after service 
with the Navy, has returned to re. 
sume active management of Rob- 
ert E. Martin & Co., Atlanta ad. 
vertising agency. 

Lt. Comdr. J. L. McCoy, since 
1942 in Navy photographic and 
intelligence service, has resumed 
his post as advertising manager of 
Argus, Inc., Ann Arbor, Mich. 
Lt. Col. Peyton Hoge has been 
named advertising manager of 
Early Times and Kentucky Dewy 
Distilleries, subsidiaries of Brown- 
Forman, Louisville, Ky. 

Carl E. Totten, first editor of 
“Shell News,” Shell Oil Company, 
San Francisco, has returned after 
three years’ Army service. He has 
been assigned to the company’s 
new public relations department, 


Ducato to Wakefield 


Alfred Ducato, after service a; 
a naval lieutenant, has become as- 
sociated with the Carl G. Wake- 
field Advertising Agency, San 
Francisco, as an account executive 
Edward C. Warren, after five 
years’ Army service, has rejoined 
Parents’ Institute, Inc., New York. 
Formerly on the advertising staff 
of Parents’ Magazine, he will now 
cover the New York area for 
Calling All Girls. 
Raymond P. Day, after service 
in the Pacific theater with the 
Seabees, has joined the staff of 
Contractors & Engineers Monthly 
as western field editor. 
Malcolm S. Kelley, recently 3 
Navy lieutenant with the produc- 
tion division of the Bureau of 
Aeronautics, and previously credit 
and personnel manager for Barber 
& Bennett, has joined Criterion 
Service, New York, to handle spe- 
cial assignments and personnel. 
Harry Minkoff, after three years 
in the Army. has reopened his 
publishers’ reyresentative business 
with temporary headquarters af 
221 Brooklyn Ave., Brooklyn 13. 


Hyman Joins Chernow 


After four years abroad with 
the Army air forces, James M. Hy- 
man has joined the Chernow Con- 
pany, Inc., New York, as vice 
president. Before the war he was 
president of James M. Hymat, 
Inc., Advertising, New York. 

William E. Webb has returneé 
to NBC as manager of public serv- 
ice promotion after two years 
service as lieutenant commande! 
in the Navy. Arthur Forrest, wh? 


the war, will be in charge of na- 
tional promotion for NBC owned 
and operated stations. Burton M 
Adams has returned to the NB 
station relations department as 4 
station contact man following tw 
and a half years’ Navy service 
Recently released servicemen 0! 
the staff of Joseph Hershey Mc 
Gillvra, Inc., radio station repre 
sentative, include Walter Beadell 
who rejoins the Chicago 
where he was a senior salesma 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 
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when he entered the Navy in 1942, 
r- — and Stuart M. Kelly, who joins the 
ym New York sales staff after serving 
as as an Army lieutenant in the Pa- 
ifm cific theater of operations for three 
and a half years. 


. Joins Brown & Weir 
e. Maj. A. E. Macon, recently re- 
{ turned from. service with the 


Army Corps of Engineers in To- 
kyo, has joined Brown & Weir, 
Ine., New York, as head of the art 
department. He was associated 
with Mr. Weir at N. W. Ayer & 
Son in Philadelphia, and later was 
again associated with Mr. Weir, 
en fg as Well as with Mr. Brown, at the 
wf jatter’s agency, Brown & Tarcher, 


be Inc., where he headed the art de- 
og.[ partment. 
George W. McCleary, recently 
‘iceg released from the Navy where he 
ve. served as a lieutenant in person- 
op. nel and training, has joined the 
aq.{q New York office of Country Gen- 
tlemen, Curtis publication. He 
nee WAS formerly an editor with 
and Hearst publications and was also 
ned with the sales department of Ju- 
> of fy lius Schmid, Inc. 

. Lieut. Comdr. James Hausman, 
een USNR, formerly of Federal Ad- 

of Vertising Agency, New York, has 
ewsg joined the copy staff of Franklin 
wp. Bruck Advertising Corporation, 

New York. 

, Headley ~ Reed Company, radio 
sny(g station representative, has the fol- 
ftery lowing returned servicemen on its 
has staff: Capt. Lester Blumenthal, 
ny’ back in the New York office after 
ent (wo and a half years in the Euro- 

Bpean theater: M/Sgt. William C. 
Whittemore, also returned to the 
. a New York office after two years 
> 8H in the European theater, and S/le 
Fa Gregory Murphy Jr., who will be 
San back as manager of the Atlanta 
r a" office on Feb. 1 after 18 months in 
ar the Caribbean theater with the 
ineafy USCG. 
ork. Peck to Fawcett 
stall Franklin H. Peck, recently dis- 
" ‘charged from the Army where he 

‘was an intelligence N.C.O. in the 
vice SUTOPean and Mediterranean the- 

the aters, has joined the sales promo- 
t of tion department of Fawcett Pub- 
thly lications, Inc., New York. Pre- 

*Bviously, he engaged in advertising 
ly 2 and promotion for the Hearst or- 
ganization, Geyer, Cornell & New- 


ell, and Campbell-Ewald Com- 
pany. 

Maj. Ogden Kniffin, recently re- 
leased from the Army after five 
years’ service, has been named as- 
sociate director of the marketing 
and research department of Ab- 
bott Kimball Company, New York. 

Comdr. John K. Hyatt, former 
vice-president and director of the 
Guided Radio Corporation, New 
York, has been named project di- 
rector for Raymond Loewy Asso- 
clates, New York, industrial de- 
sign firm. 

William G. Carmody, formerly 
with the Army air force, has re- 
“Bioined Hixson -O’Donnell Adver- 

tising, Inc., in his old position as 
@treasurer; William J. Sutton, ex- 
corporal in the Air Service Trans- 
wgport Command, has resumed his 
‘T'"@post as art director; and Thomas 
A. Hopkins, 106th Infantry, has re- 


uring 
f na* 
wneu 
yn M 
NB 
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turned to the copy department. 
Ex-Sgt. Herman Wildeman, 5th 
Army Anti- Aircraft, is a new 
member of the radio department. 


Plans New Stations 


Maj. Gen. Phillip Hayes, com- 
manding general of the 3rd Serv- 
ice Command, has retired from 
the Army and will join Karl F. 
Steinmann in Baltimore as head 
of a project to provide Baltimore 
with a new standard AM station, 
an FM station and a television 
station. 

Don Danielson, recently dis- 
charged from the Army after four 
years’ service, has rejoined the 
publicity department of CBS, Chi- 
cago. 

William A. Rogers, naval officer 
of both world wars, has returned 
to Railway Express Agency as 
public relations representative, 
New York. Prior to the war he 


Fras : 


3Y 


was a consultant in the agency’s| joined David O. Alber Associates, | joined Samuel Groot Company, 


air express division and served as 
advertising manager of Aero Di- 
gest before joining the express 
agency. 


| New York, as an account execu- | 


tive. 


Maj. Norton E. Forgie, on leave} went on 
of absence from Baldwin, Bowers | 


New York, as account executive. 

Capt. Philip R. Warner, who 
active duty with the 
Army in January, 1941, has re- 


Robert J. Lovell, recently with| & Strachen, Buffalo, has returned turned to Bermingham, Castleman 
the Navy’s Industrial Incentive di- | to the agency as an executive after | & Pierce, New York advertising 


vision, Washington, D. C., 
joined J. Hayden Twiss, Advertis- 
ing, New York, as an associate art 
director. 

David M. Murray, after return- 


ing from overseas service with the | 
re- | 


lst Canadian Division, has 
joined CHNS, Halifax, as super- 
visor of promotion and publicity. 


Betts Rejoins Close 


William E. Betts Jr., for the past 
three and a half years a Navy 
lieutenant, has returned as man- 
ager of the Los Angeles office of 
George D. Close, Inc. 

Mannie Greenfield, discharged 
from the Army air forces, has 


lair forces. 
|staff is Sgt. William W. Schiff- 
macher, art department; ist Lt. 
Egbert L. Burhyte Jr., production, 
and T/Sgt. Joseph H. Radder, 
copywriting. 

Norris D. Konheim, recently dis- 
charged from the Navy, has joined 
the staff of Robert Holley & Co., 
‘New York, as account executive. 
He was previously associated with 
the advertising department of 
Warner Bros. Pictures, and was 
advertising manager of Robbins 
Music Corporation, New York. 

Col, Joseph W. Morgan, after 
five years’ Army service, has re- 


i the 


has|service since 1942 with the Army | agency. 
Added to the agency’s | 


Returns to Munsingwear 


Maj. Donald C. McLeod, with 
Army Quartermaster Corps 


| since 1942, has resumed his duties 
}as merchandise manager of Mun- 


singwear, Minneapolis. 
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When Eddie Rickenbacker inaugu- 
rated his Eastern Air Lines service 
from Cleveland, WGAR's wire re- 
corder was on the .cene. 


on THE NEWS FRONT 


Wire recorded statements by Mayor 
Thomas Burke are picked up for later 
broadcast over WGAR. 


Glamorous Jane Russell and 
her famous husband, Bob 
Waterfield of Cleveland's 
pro-football Rams, are 
WGARecorded. 


Daily, WGAR's roving reporters capture news-worthy 


events via wire recorder. Nightly at 11 o'clock, highlights 
of these recordings are included in “Tonight On the 
News Front” . . . actual voices of people in the news, 
woven into the live story of the day's happenings. It is 
this kind of service that makes WGAR listeners respond 
more readily and remember longer. 
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Mole-hill or Mountain? 


We’re biased, of course, but we think you'll agree that 
Sellevision is big... big enough to make it well worth 
while for the Mahomets of advertising to come to this 
mountain. Sellevision is the name for KSTP’s tested 
station betterment policy. Here, in a word, are repre- 
sented the far-sighted awareness of effective program- 
ming and promotion... the determination and the 
know-how to do a comprehensive job of both... the 
continuity of our state-wide audience promotions for 
the past four years... the exclusive merchandising 
machinery we call Planalyzed Promotion. Truly, 
Sellevision is an ever-growing mountain of endeavor 


which each day makes KSTP a better radio station. 


K$7. 


MINNEAPOLIS . . . ST. PAUL 
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‘NORTHWEST'S LEADING RADIO STATION 
"EXCLUSIVE NBC AFFILIATE FOR THE TWIN CITIES 


SE A Pe ; a 


Iowa Launches 
Bid to Industry 


Des Moines, Ia., Jan. 17.—lowa 
is billed as the “land of industrial 
opportunity” in the first of a 
series of advertisements by the 
Iowa Development Commission, 
established by the state legislature 
to promote Iowa industry and 
agriculture. 

The initial message is to appear 
in Business Week, Chicago Jour- 
nal of Commerce, Fortune, Na- 
tion’s Business, United States News 
and Wall Street Journal. Ambro 
Advertising Agency, Cedar Rap- 
ids, handles the account. 

The opening ad, stressing the 
claim that Iowa has “the finest 
labor in the world,” points out 
that Iowa farm boys learn about 
machinery and mechanical equip- 
ment early in life, which makes 
them particularly adaptable to 
factory work; that the state ranks 
first in the nation in literacy, giv- 
ing industry intelligent and com- 
petent labor, and that the state’s 


population is 94.7% 
white. 

“Bring your industry to Iowa, 
where fair labor laws, a coopera- 
tive government interested in in- 
dustrial development and this de- 
pendable supply of superior labor 
combine with excellent transporta- 
tion facilities and extensive utili- 
ties to offer you a greater and 
more profitable indust*ial future.” 
the copy reads. 


native born 


Sherman & Marquette 


Appoints Fuller 


Sam C. Fuller, recently dis- 
charged from the Navy and for- 
merly with Young & Rubicam, has 
been appointed radio director of 
Sherman & Marquette, Inc., with 
headquarters in New York. 

Sam Gill, research director for 
the agency, has also been made 
director of media. 


Mogul Promotes Szerlip 

Jack Szerlip, formerly assistant 
space buyer for the Emil Mogul 
Company, New York, has been 
promoted to head of that depart- 
ment. 


63 WEST GRAND AVENUE, CHICAGO 10 


live near 
avirtuoso... 


... like the late Ignace Paderewski, 

for he'll practice day and night. Perfection in any 
technique must be won by constant practice. That's why 
we specialize in offset lithography. We leave copy to 
writers, designing to artists, and concentrate 

all our time and attention on the single ideal of 

perfect offset reproduction. The result is that 

when advertising experts want the best in offset, 


they specify C. M. & H. Veritone*. 


Call C. M. & H. Offset Printing Co. + WHItehall 5957 
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. ner ane Jeuuary BELG 
R. B. Semler Tops 


MBS Advertisers: 
Coca-Cola Second 


New York, Jan. 16.—R. B. Sem- 
ler, Inc., boosting its expenditures 
from $1,145,708 in 1944 to $1,713,- 
953 last year, moved up to become 
top advertiser on Mutual Broad- 
casting System in 1945. Its total 
was almost half a million dollars 
more than that of the second-place 
advertiser, Coca-Cola Company, 
which spent $1,286,571. 

Ralston Purina Company also 
pulled ahead of the 1944 leader, 
Sinclair Refining Company, which 
landed fourth among MBS adver- 
tisers in 745. 

The 74 advertisers listed by the 
network, and their 1945 expendi- 
tures, are: 


1 Be BB Bemier, Wee6...... $1,718,953 
2. Coca-Cola Company... 1,286,571 
8. Ralston Purina Co..... 1,093,171 
4. Sinclair Refining Co.... 1,043,899 
5. Bee Oks cass kssse 911,140 
6. Bayuk Cigars, Inc..... 884,137 
7. Zonite Products Corp.. 701,077 
8. PRAPMAOG, ING... ..025<% 669,002 
9. Mutual Benefit Health 

& Accident Ass’n..... 646,711 
10. Whitehall Pharmacal 

ES Farha terre Perper 586,708 
11. Gillette Safety Razor 

. -aiebes 6oacaeadis 569,753 
12. Seven-Up Bottling Co.. 525,933 
18. Stokeley Brothers & Co, 464,205 
ae ef rer errirer 454,003 
a rer 437,854 
16. Conti Products, Ine.... 364,809 
17. Helbros Watch Co..... 354,277 
a a ee 331,891 
19. Richfield Oil Corp..... 324,304 
20. Employer’s Group In- 

BECRNOO COiinc ccvc cease 321,540 
21. Lutheran Laymen’s 

ree re 319,477 
aD. RE: Gams oa a eae & 8% o8 284,997 
ee | a. 278,343 
24. Miles Laboratories .... 277,349 
25. Reichhold Chemicals, 

Di | Sikes peewee a «' 274,761 
26. Radio Bible Class..... 264,231 
SF, BOL Wee. CGacsccccrs 264,040 
28. Voice of Prophecy.... 253,560 
29. Allegheny Ludlum Steel 

SING. 6 0h 04 C406 044 Roe O88 252,149 
30. Carter Products, Inc... 250,952 
31. Gospel Broadcasting 

ps EVERETT 244,675 
32. Frank H. Lee, Inc..... 230,828 
38. Union Pacific Railroad. 224,970 
44. Young People’s Church 

ee a See 214,120 
35. Revere Copper & 

a ees ee ee 212,825 
36. Wesley Radio League.. 195,293 
37. Genera) Cigar Co...... 192,502 
38. American Safety Razor 

0 Seer eee ee eee ee 191,368 
39. Chesapeake & Ohio 

a ee ae 172,323 
Se ft re 169,140 
i i. ee eS. : 166,113 
42. Goodyear Tire & Rub- 

We BaO rs acter eed eae 146,605 


Ly 
ey 
ay 
.) 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
and Printing... all under 
ONE roof. Phone or write to 


‘HE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


46. 
47. 
48. 
49. 
50. 
51. 


9 


oe. 


53. 


Duffy Mott Company, 
SEY Kas aed eek vaea oes 
Wemeron, THO, os .5 <0 i vix 
Lumbermen’s Mutual 


COMBMIES G6. 604 604 a0'e 
Gum Laboratories, Inc. 
Dg a 
Rensie Watch Co....... 
Clipper Craft Clothes.. 
General Foods Corp.... 
Lewis Howe Co........ 
E. J. Brach & Sons.... 
U. S. Army Recruiting 
PEN WIOS- Vi ods hdc ce he 
Delaware Lackawanna 
& Western Coal Co..... 
G. N. Coughlin Mfg. Co. 
Berkshire Knitting 
Mills 
George W. Luft Co..... 
COPee BAe OO. ik cs cicas 
Wilson Sporting Goods 
2) ere rere er TRE TT eTE 
General Motors Corp... 


Miss Swank, Inc....... 
Grove _ Laboratories, 
re re Tree eT rt 


American Bird Prod- 
a. re eer he ee 


145,108 
144,820 


130,845 
129,186 
118,752 
117,176 
112,596 
108,741 
101,688 

87,884 


87,033 


83,768 
77,649 


61,738 
52,029 
49,866 
43,423 
34,924 
34,544 
32,478 


26,267 


64. Waltham Watch Co.... 25,012 
65. Vick Chemical Co...... 3,860 
66. Hartz Mountain Prod- 

rere e eee eee ee 12,676 
67. Shipstad & Johnson... 10,629 
68. Standard Oil Co. of N.J. 8,317 


Gd, WUuriitee? CO. vdscesaee 7,902 


70. Table Products, Inc.... 4,788 

71. Procter & Gamble Co.. 4,037 

72.. Boston: GlOSG. « vc cscex 2,600 
73. Household Finance 

COOTER. dic ce ees 4 04 40o HO 1,320 

74. Ice Capades Revue.... 120 

PONE keese teres $20,637,362 


Among the 61 advertising agen- 
cies which handled the MBS ad- 
vertising, Erwin, Wasey & Co. and 
Hixson-O’Donnell Advertising kept 
their one-two listing. Both in- 
creased their gross billings for the 
year. D’Arcy Advertising Com- 
pany moved up into third position. 
Taese three, as well as Gardner 
Advertising and Kenyon & Eck- 


Erwin Wasey & Co.... 
Hixson-O’Donnell <Ad- 
| Ee eae ee 
D’Arecy Advertising Co. 
Gardner Advertising Co. 
Kenyon & Eckharat... 
J. Walter Thompson 


Ruthrauff & Ryan..... 
Arthur Meyerhoff & Co. 
Grant Advertising, Inc. 
Wm. H. Weintraub & 
i 2604 +e seek ere ees 
Dancer - Fitzgerald- 
NE. ing ba a kak cena 
po a 
Calkins & Holden...... 
Stanley G. Boynton Ad- 
vertising 


Raymond R. Morgan Co. 


Young & Rubicam..... 


hardt, handled billings in excess | 
of $1,000,000 each. 

The “Mutual agencies” and their | 9 
total billings include: 


. $2,961,043 


1,368,203 
1,286,571 
1,093,171 
1,083,463 


863,256 
767,791 
663,110 
646,711 
637,106 


587,897 
586,708 


569,753 
464,205 


459,524 
454,003 
410,645 


18. 


Bermingham, Castle- 
iO Se PrehCE is ccecsss 
H. B. Humphrey Coe.... 
Gotham Advertising Co. 
Henri Hurst & McDon- 
De A tec enceaeeuasan 
Donahue & 
Wade Advertising 
Agency 
Hill Blackett & Co..... 
G. C. Hoskin Associates 
Walker & Downing... 

Ted Bates, INC... 656.2% 
ee CO cin ces 
me. COBION COiccc i cess 
St. Georges & Keyes... 


41 


396,561 
346,552 
319,477 


284,997 
278,343 


277,349 
257,024 
258,560 
252,149 
250,952 
244,675 
224,970 
212,826 


| ADDRESSING - MI 


o:tsteZ le Pe ats 


THE LETTER SHOP, Ind 


431 S. Dearborn St., Chicago 3,Iineis } 


ment! 


..and spends 
250 TIMES 


that much! [ 


@ Lipsticks, face creams, toilet 
soaps ... here are the magic 
potions that make every girl a 
Cinderella come true. 

The 1,750,000 young wom- 
en (average age 24 years) 
who buy REAL STORY, MOVIE- 
LAND and REAL ROMANCES 
every month look like a million 
because they spend more than 
$250 million annually for 
countless osculatory lures. This 
is today’s big, rich, romance- 
minded market for sales- 
minded makers of enchant- 


HILLMAN 


REAL STORY * MOVIELAND * REAL ROMANCES 


Women’s Group 
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Advertising Age, January » id Lavertist 
31. Federal Advertising }60. John C, Dowd, Ine...... 2,600 | 
Mabey ..<...:+202 2. 191,368|61. Batten, Barton, Dur. - | 1945-1944 ANNUAL ADVERTISING LINAGE IN NATIONAL MAGAZINES 
ea. ie W. Ramsey Co...... 166,113 | stine & Osborn........ 1,320 r 1945 hg 1944 1945 1944 
33. McJunkin Advertising ————- Pages Lines Pages Lines Pages Lines Pages Lines 
“. ape iia: 152,265 igs ers xe $20,637,362 GENERAL True Romances .. 580.5 249,047 542.0 232,5 
34. Al Paul Lefton Co..... 145,108 — Ace Fiction Grp... 95.9 21,469 102.7 22,996 ee es 933.0 400,258 824.3 353,6.7 
35. Leo Burnett Co........ 130,845 | —_——_—— American Magazine 813.6 341,741 753.0 SiLT,250 | BVORUG vec ccsvce’s 2,478.7 1,566,556 2,239.7 1,415,4 8 
‘ ané ee aS 8.752 | : American Forests. 146.3 61,460 165.4 69,468 | Woman’s Day .... 516.7 221,684 477.6 204,918 
Hy vege eg Stef 08 Ht pn To Manage CBS, Detroit American Home .. 633.9 400,655 587.7 371,427 | Woman's Home 
oS, Seer & Millaxtc:...... Seeded Joseph R. Spadea, CBS account|American Legion.. 320.7 134,709 = 282.0 120,198 Companion ..... 757.5 515,162 741.0 503,8.4 
39. Emil Mogul Co 112.596 representative in Detroit, and pre- Asia & the Americas 21.6 9,287 26.0 11,139 | — ———_ —- — : 
: . ha ae tah vp viously in the Army Air Corps for | Better Homes & Total Group ....28,916.1 14,541,495 23,603.9 11,871,610 
40. Benton & Bow les...... 108,741 96 months. hes been named man- Gardens ...:... 687.6 434,561 636.2 402,074 | STANDARD 7 
41. Olian Advertising Co.. 101,688 pet f the Detroit offi { CBS’ *Christian Herald. 353.0 148,150 302.0 126,787 | American Mercury 115.3 20,987 99.7 18,137 Labor-M 
42. Clements Co. ......... 89,659 | 48er of the Detroit office for CBS’| Goiumbia ........ 76.7 52,159 55.0 37,432 | Atlantic Monthly.. 605.0 254,100 572.5 240,40 9 Drawbac 
43. N. W. Ayer & Son..... 87,033 | network sales department. Mr.|Gosmopolitan ..... 935.5 401,322 821.7 352,541 | Harper's Magazine 642.0 152,787 547.7 10,3. 
44. Roche, Williams & Spadea has also been with You,| Dell Detective Grp. 251.0 107,692 241.2 103,458 | nena oo Washin 
ES ee Oe Ore 77,649 | Woman’s magazine, and Edward|Dun’s Review .... 491.5 210,957 350.4 150,315 | Total Group ... 1,362.3 427,874 1,219.9 388,937 everyone 
45. Raymond Spector Co... 75,509 | Petry & Co., station representative.| Elks ............. 184.9 77,658 170.6 71,667 OUTDOOR that labor 
46. Geyer, Cornell & Newell 61,738 a ee Esquire (Natl.) ... 1,101.9 740,488 1,055.0 708,992 American Rifleman 351.1 147,462 +t 155,( 7 ecide ra 
47. Warwick Legler.... 52,029 RCOMBION .6ic evs. 184.0 126,605 154.7 106,438 Field & Stream... 832.4 349,599 597.6 251,010 a 
48. United ae Aaeeetio. , To H. B. Humphrey J) ee ee 2,269.3 1,434,166 2,212.1 1,398,063 | Fur-Fish-Game... 219.0 93,942 180.0 77,224 ernment ] 
DRS 43.423 H. B. Humphrey Company, Bos- | Grade Teacher, The 239.0 105,510 185.0 81,391 Hunting & Fishing 278.1 116,785 214.4 90,279 that the 
49. Kud Agency, Ine 34.994|t0On and New York, has been| House Beautiful.. 1,184.6 748,676 850.5 537,541 | Outdoor Life ..... 751.4 315,586 578.5 242,976 
ner gency, Inc... 34,924 - 2 H se & Garde 1,077.8 681.190 724.7 458.010 Outdoors 211.0 88,621 162.9 68,410 adly mal 
50. Russel M. Seeds Co.... 32.478 | Placed in charge of the advertis- | Mous¢ ROLOON. 6 AyNETS SA yas (as. 95,0 : ig alla aa s ane Sar eh x Mk ie well 
61. Makelim Associates 26.787|ing of Martex towels and other |improvement Era. 3227.3 97,492 314.0 91,718 | Sports Afield ..... er eee meee) ey ae ae 
: sigh shai <8, ‘ structor ........ 224.5 53,803 81. 23,5 ————_ oe as 
52. Weston-Barnett, Inc... 26,267] Products of Wellington Sears Com- Macfadden Men's ore ee. ee | Total Group .... 3,269.6 1,375,182 2,573.0 1,082,532 = a 
53. Morse International, pany, effective April $. oN nna 246.5 105,728 190.1 81,565 JUVENILE examp e, | 
RASS tart ric 13,860 ne Mechanix Illustr’t’d 63.5 14,261 62.8 14,086 American Girl ... 150.2 63,082 107.5 44,144 sanctionec 
54. George H. Hartman Co. 12,676 +Motor Boating... 1,131.6 665,383 997.0 557,564 Bove Tile issaiaes 244.1 166,009 217.0 147,530 in trad 
55. Smith, Bull & Mc- Named General Manager Natl. Geographic... 395.0 94,006 396.2 94,295 | fCalling All Girls 229.7 87,534 203.5 77,516 clothing 
RR ae 10,749| Roger F. Waindle, formerly|Nation’s Business. 806.7 338.819 704.2 295.746 | Child Life ........ 66.7 28,032 57.2 24,027 eS - 
56. Marschalk & Pratt.... g.317| Manager of industrial sales for|Nature Magazine.. 41.0 17,258 44.9 18.875 | Open Road for Boys 149.3 62,842 123.0 51,654 | Cperative 
57. Schwimmer & Scott... 7,902 | the Sapphire Products division of|bPic .............. 150.5 102,340 102.8 69,955 | eTrue Comics .... 38.7 14,761 70.0 26,681 OPA by g 
58. Foote, Cone & Belding. 4,788 | Elgin National Watch Company,| ¢Popular peels eee ea eee In view 
59. Compton Advertising, | Aurora, Ill., has been appointed ne sa tri See SSRjORS = 2/0088 397,708 cuniasenaaee aba tga 4 ee oe hile that the 
BES Fkveaaes visetens aoe 4,037 | general manager. I opular Publica- 7 - w peegee ~ ee Ps aegis 4 ee 2 ted it 
CEES i parawis. was: 193.2 43,278 145.7 32,633 American Weekly 825.0 825,005 791.0 790,987 ited its sug 
Popular Science... 1,549.4 347,055 1,307.5 292,880 Business Week .. 3,909.0 1,641,780 3,958.0 1,662,360 at least, te 
Redbook ......... 655.6 281,249 562.0 241,086 | Christian Advocate 205.4 86,264 = 153.1 64,302 B mittedly « 
Cee Se!) ee 169.0 71,461 113.0 48,650 COMIGE Eb vetinwess 2,210.5 1,503,105 2,133.0 1,450,420 
ScientificAmefican 220.0 94,368 149.7 GRGte 1 OW casi cadecis. zs 1,389.9 596,247 1,084.3 465,109 clear the 
Street & Smith All hFamily Circle ... 685.2 293,971 605.0 259,498 issued by 
Fiction Grp. .... 52.0 9,672 63.0 11,718 | Forbes .......... 605.0 = 259,540 9519.8 223,024 BL pnloyers. 
DE. Gataakeaess 446.0 187,638 322.0 136,625 ‘+ MOLE eR Tere ee 557.1 345,810 449.6 277,022 
Thrilling Group .. 216.6 48,467 192.9 49:346 |} Laperty 2... scscas 1,853.3 795,073 1,352.1 580,042 
«© Town & Country... 1,358.5 912,877 1,019.0 684,745 ee eee 3,233.0 2,198,440 2,983.0 2,049,028 As fast 
eee 62.3 26,746 14.5 6,219 | LOOk .......s.008. 1,042.5 708,911 921.2 626,446 @ out, old-ti 
F oO 0 er 19ers gWoodmen of the Newsweek taseeee 3,469.4 1,457,135 3,157.1 1,325,993 trek back 
or MPOIIE. yi cece 69.4 29,802 51.5 22,081 | itNew York Times 
rrr 1,116.8 656,693 1,003.9 590,264 Magazine ...... 1,146.2 974,309 1,150.7 1,043,671 Space, apa 
piers, heea aati, nat _ |New Yorker ..... 2,572.2 1,103,456 2,457.4 1,054,207 tables. Du 
Total Group ...21,946.0 10,561,693 18,708.8 9,236,860 | Pathfinder ....... 60.8 255,244 45.6 191,312 the Patent 
WOMEN WE, see esse cn 403.4 288,866 284.7 203,838 staff mem 
CURIE, chix dst cadeea 1,482.7 636,064 1,012.0 34,1: Saturday Evening we 
GI@MOUF f66 6c 1,620.2 695,051 965.3 414,12: re See 3,143.3 2,137,440 2,932.9 1,994,371 building f 
Good Housekeeping 1,365.0 585,623 1,118.0 99,65! Saturday Review Rural Ele 
Ad Harper’s Bazaar.. 1,763.7 1,114,649 1,353.3 855,26§ of Literature ... 763.0 327,386 580.0 248,614 tion has 
SoS Sg eee 232.9 176,096 180.2 36,274 | Scholastic ....... 283.9 119,248 228.8 96,092 ; 
Household ....... 246.1 167,366 232.4 | itThis Week Louis. RE 
Ladies’ Home Magazine ...... 516.3 425,946 580.6 482,920 moting pu 
SGUGLERL 4.040% 1,124.5 764,882 1,102.9 749,958 Time tid he eae eae 3,508.1 1,473,709 3,433.7 1,442,157 ment of a | 
Mademoiselle ..... 2,070.2 888,121 1,744 748,401 | United States News 2,466.6 1,035,972 2,201.3 924,542 
{ 27 


y t | W McCall's ....... 902. 613,652 827.3 562,559 ——emenceenneere —_—___§j next five 1 
S U ULD K O Modern Romances Total Group ....34,849.1 18,852,857 32,002.9 17,456,016 3,566,000 
(MM) 716.2 307,265 614.6 263,675 — 


he Neg cogs oaamee without el 
Modern Screen *Not included in totals. 


| 
CREME ods wesasas 7783 331,729 669.0 287,000 | +Page size changed since last year. When th 
Motion Picture (F) 78.0 33,445 68.6 29,468 | aTwenty-one issues 1945; 22 issues 1944. 
. 8 8 Movieland ....... 428.0 183,621 346.4 148,609 | bSeventeen issues 1945; 24 issues 1944. the final 
Movie. E866 ...... 468.2 200,879 403.5 173,122 ceFormerly published as Life Story. Court last 
Movie Show ..... 412.0 238,373 302.0 205,868 di1944 figures are from September to December; 1545 attorneys 
Movie Stars Parade 468.2 200,879 404.2 173,385 | figures for 12 months. photograpr 
Houston is by far the greates é Movie Story (F).. 72.3 30,995 65.6 28,147 | eFive issues 1945; 11 issues 1944. ee a 
y far the greatest food market south ae 467.0 200,348 403.3 173,023 | FNine issues 1945; 11 issues 1944. zines whic 
. » ae . md : _ : Parents’ (N. Y. rTwelve issues 1945; 11 issues 1944. ¢ j ” 
of the Mas . > ot K e u appetites 
f the Mason and Dixon line . . . spending an Metro Ed.) .... 1,209.7 518,962 1,003.7 430,579 | ~—_hForty-seven issues 1945; 49 issues 1944. me s th 
nually $84 657.000! Parents’ (Nat’l) .. 1,131.3 485,234 937.6 402,255 | iFiftv-two issues 1945; 53 issues 1944. SS e 
WVIDbs . c ‘ > nme : ace 
. Personal Romances 410.1 175,936 338.6 145,241 | assured th 
Photoplay (Mac) . 750.7 322,047 = 645.6 $76,340 | 1945-1944 ANNUAL CANADIAN in awardi 
*Real Romances .. 286.6 122,943 223.4 5,843 | seal . 
L *Real Story ...... 286.8 123,028 223.7 95,980 | MAGAZINE LINAGE privileges. 
Promenade ...... 771.7 331,055 617.3 264,834 | titan pucckentibos shortly wh 
: : : Radio Mirror (Mac) 512.5 219,846 480.6 206,189 esen ye Pages Lines man Arno 
The Houston Post leads the nation in retail food Screen Guide .... 363.5 247,193 319.2) 217,033 | 4. agian Homes & ‘iaila the Postma 
Secreenland Unit .. 508.3 218,053 443.8 190,375 etc y : 7 ee ‘iam ee : 
. . . P - oa * onan’ OOF jardens <a 8.5 281,236 307.0 206,281 rer 
® advertising! It’s the dominant newspaper in Screen Romances . 715.4 306,888 623.5 267,468 Gardens .... $18.5 31,23 307.0 206,25'fj liver, not 1 
P Secrets .......... 258.4 110,871 226.6 97,214 | Mayfair .......... 727.2 = 488,688 542.5 364 
selling this huge market. dSeventeen ...... 1,136.5 772,804 206.4 140,354 | oa ee ae ae TT he 
‘Today’s Woman . 22.3 9,57 14.3 6,17 Mo Yooveeeees 378.! 257,6 380. 608, 
wras pA dace ye si ; sia New World ...... 318.0 216,185 321.0 218,280 Lowell M: 
; im ... a a ss aa 79.8 34.252 69.5 29,820 Revue Moderne, La 297.5 202,293 289.8 197,038 
¥ True Experiences Revue Populaire, La 342.5 239,750 325.7 227,978 
ee 946.2 234,331 521.6 223,775 SAmMeGt, 1H 605.6005 416.3 291,437 103.0 282,168 
True Love & aap Pr EO at B 
b i : ; tomance (Mac 542. 232,704 517.9 222,170 | Total Group .... 2,898.8 1,977,190 2,569.7 1,755,1% abson 
3 Food advertisers are invited to use the Post mRANES LENE) sa : ail ; . 
® merchandising service. Right now the Post Winsto 


4 vertising in 1945 issues, 14.3% |Kqglamazoo Stove 
merchandising service has prepared a new easy-to- Magazines Score pore than during the previous! G,6bhe New Dealers One of 
follow route list of Houston grocery stores. It also 0 » 8 The women’s publications, up cunaaee tuition Wee ba “Favor 
: , , 30.8% in °44, last year carried a ; a tae sal 
includes a sectional map of the city. {4 3% G Ad Ra : : announced plans to franchise mor 
| ‘ , ° ain in total of 14,541,495 lines of adver-|than 500 independent dealers to ~~ — 


tising to score their 22.5% ad-| market its complete line of ranges, = 
¥ Volume for 1945 Nee ey 
eaters and furnaces. 

Standards Up 10% Dealers will be provided with 2 a look at V 

hi Level Motsten mcwcieaiic have Gictemmel tue New York, Jan. 16.—With out-| Standard magazines finished|complete business counsel serv ce firms what \ 
; 4 OCk ouston merchants have discovered they | door and women’s magazines post-| the year with an even 10% gain, developed through operation of ‘eH alon g— 
* get a far greater return on advertising dollars ing the sharpest gains, percentage-| with a total of 427,874 lines. This | COmpanys retail stores. The co - 

wise, national magazines boosted| group had marked up a 16% gain |Pany estimates that it will take “as 


f 
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: spent in the Post... that’s why the Houston Post | their total advertising volume| during the previous year. Teed Gedee cee é and that + 
4a leads every other paper in the nation in retail grocery | 14.3% in roi yg age outdoor Raia page Bo gpin ger veg new program. good. 
rae . : |group moved up 27%, women’s] vanc ir total ad v 
lineage! Don’t wait to get into this profitable mar- agazi 22.5% ines last y % . . Mr. B 
‘ . gs . e a oo pes a by ADVERTIS an sees ty gl toes Joins Kiesewetter es 
é ket! Use the Post and see for yourself how much Peay om pce sa Pan Moe moni 1944 . al ie Dr. Rolland J. Main, for iqg* one © 
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more it does for you. ried a total of 46,181,368 lines of} Juvenile publications, with a nig Neng Mam eed = ae - ged oF 
advertising during the year, com-| total volume of 422,260 lines, fin-| ology and pharmacology, Med ent time. 

pared with 40,407,497 in 1944. The|ished the year 13.6% above the) College of Virginia, has joined 
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, atter figure represented a 20.7%] previous year’s level. | medical and scientific departn f . 

Represented by Burke, Kuipers & Mahoney, Ine. gain over °43 totals reported by! Canadian magazines, which car-| of Kiesewetter, Wetterau & Ba! ormers in 
the same publications. ried a total of 1,977,190 lines of | New York agency, in an execu! '@record year 


The weekly publications, which| advertising, marked up a 12.6% | Capacity. 


THE HOU STON POST | carried a total af 18,852,857 lines| gain for 1945. To Campbell-Ewald Like to h, 
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os | 5 1944 totals, compared with an 8.9% Radcliffe Romeyn, former v -#JOURNA 
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in City and Suburban Circulation General magazines, which| DeVry Corporation, Chicago, has | York office of Geare-Marston, inst 
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Labor-Management Team Has 
Drawbacks, Capital Holds 

Washington, Jan. 17.—While 
everyone wishes at the moment 
that labor and management would 
decide to get along together, gov- 
ernment leaders are not forgetting 
that the public interest can be 
badly mauled if they get along too 
well, 

Mass production of housing, for 
example, is stymied by restrictions 
sanctioned by builders and build- 
ing trade unions, Inflationary 
clothing prices result from co- 
operative pressure brought on 
OPA by garment manufacturers. 

In view of this, it is no wonder 
that the administration has lim- 
ited its suggestions, for the moment 
at least, to fact finding, which ad- 


By STANLEY E. COHEN, Washinaton Editor. 


mittedly can do little more than 
clear the air of the propaganda | 
issued by both unions and em-| 
ployers. 
* * * 

As fast as war agencies clear | 
out, old-time government agencies | 
trek back to town, seizing office | 
space, apartments and restaurant | 
tables. During the past few weeks, | 
the Patent Office has returned 350 | 
staff members to the Commerce | 
building from Richmond, and the | 
Rural Electrification Administra- | 
tion has returned 650 from St. | 
Louis. REA, incidentally, is pro-| 
moting public and private invest- | 
ment of a billion dollars during the | 
next five years to bring service to| 


3,566,000 rural consumers now 
without electricity. 


i 

When the Esquire case went into | 
the final round in the Supreme 
Court last weekend, government | 
attorneys argued that a flood of | 
photographic and cartoon maga- | 
zines which “pander to salacious 
appetites” may get bargain rates 
unless the Postmaster General is 
assured the power to discriminate 
in awarding second class mail 
privileges. The court will decide 
shortly whether to reverse Thur- 
man Arnold, who has held that 
the Postmaster General should de- 
liver, not read, the mail. 

* * 

Political observers are watching 

Lowell Mason, new Republican 


Babson Rates 
Winston-Salem 
One of Most 


“Favorable” 


in U.S. 


In his annual report on business 
conditions Roger W. Babson takes 
a look at Winston-Salem and con- 
firms what we have been saying all 
along — that Winston-Salem is 
showing steady business growth— 
and that the outlook for 1946 is 
good. 


Mr. Babson rates Winston-Salem 
as one of the best "sales terri- 
tories" in the country at the pres- 
ent time. That's not surprising. | 
Business is clicking along—and the | 
formers in this area are having a| 
record year. | 


Like to have more information? | 


JOURNAL and SENTINEL 


National Representative: 


KELLY-SMITH COMPANY 


Winston-Salem, N. C. | 


} 


member of the FTC. A former | 


Illinois legislator, and son of a 
former U. S. Senator, Commis- 
sioner Mason has had nice pub- 
licity breaks from commission 
business in Chicago. Incidentally, 
the annual report showing that 
FTC has won 27 of 29 Supreme 
Court cases in the past year, may 
indicate why supporters of the 
Reece bill want to broaden the 
right of federal courts to question 
facts behind FTC rulings. 


te * * 


As politicos lined up for the 
fight that will inevitably accom- 
pany Congressional consideration 
of the State Department’s modest 
plans for a permanent oversea: 
OWI, the Associated Press allied 


er - 


itself with the opposition, charging | 
that the government ought not dis- 
tribute news through its embassy 
staffs, Other news services are 
also suspicious of plans for a 
7,000-word daily news bulletin, 
but will wait to see how it works | 
out, 


During the week, sale of sur- 
plus property shifted to the hands | 
of Lt. Gen. E. B. Gregory, who| 
had been doing much of the war- 
time buying, as Quartermaster | 
General of the Army. Since he is 
presumably on a first name basis 
with most of the military people | 
who control the goods that must | 
be sold, it appears on the surface | 
that General Gregory is in a posi- | 
tion to make good on his promise | 
to produce “firm and accurate” | 
inventories, and quick sale of 
critical items. Stuart Symington, 
Surplus Property Administrator, 
continues to determine sales pol- | 
icy, but General Gregory does the | 
selling through 3,000 salesmen lo-| 


|cated in 31 War Asset Corporation | 


field offices. 


|advertising and 
|tions of Edward Valves, Inc., 


Rockwell Mfg. Names 
Marsteller Ad Head 


Rockwell Mfg. Company, Pitts- | 
burgh, has appointed William A. 
Marsteller general advertising 
manager. Mr. Marsteller has been 
vice-president in charge of sales, 
industrial rela- 
East 
Chicago, Ind., a_ subsidiary of 
Rockwell. Subsidiaries and divi- 
sions of Rockwell will continue 
|to prepare and place their own 
advertising. 

Mr. Marsteller is president of 
the Chicago Industrial Advertisers 
Association, and a director of the 
National Industrial Advertisers 
Association and the Chicago Fed- 


|}erated Advertising Club. 


Doremus Names Brindley 


Ronald Brindley, manager of 
the San Francisco office of Dore- 
mus & Co., has been elected a vice- 
| president of the agency. 


|Boeger Joins Duotone 


William A. Boeger Jr., recently 
discharged from the Navy with 
|the rank of lieutenant commander 
and formerly with the Phoenix 
Mutual Insurance Company in the 
sales department for 10 years, has 
been appointed advertising and 
|sales promotion manager of the 
Duotone Company, New York, 
manufacturer of phonograph 
needles and recording blanks. 


“Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST., MILWAUKEE 3, WIS. 


GIBBONS 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


REGINA, 


KNOWS CANADA 
J. J. GIBBONS LTD. 


BAY STREET. - 


MERCHANDISING 
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EOMONTON VANCOUVER 
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Columbia-Presbyterian Medical Center, 
most heavily endowed hospital in the 


world. 
benefit by one of the greatest 


In 10 great buildings, rich and poor 


concentrations 


of medical science and equipment ever assem- 
bled. Here, each year, three thousand babies 
are born and 50,000 clinic patients treated. 


es 


: HTT RES 


ot ome mi me me 
t Bes 4 E ee 

s 

ae 

% 

et) 


TT plats 


43 


MEY 
4 
3 


ome a i Ei ‘ ; , : wea : ; S ee 
I ee ie Se. i : ~ = a m a 
: 1a AS 
a, Be 2 ‘ =| niet be 
See Saal LA es | ce tee ee or 
S ae K 14 Res P 7 © iy 2a ey £5 = | ss Vie eter 
Se ee ee I. Cor er et ee Seam alain 
4 a pes oar: pete BA af ee ee wae: i 
. Basco ta ce ASR MOORES TR Ssh VSS RR RE: aR DE RE Ss SL cae aires i satiate ne “<a aes arial 
2 | T= = Te an : 
0 SSS . +s - 
p2 ei aig 
ue zs 
T Se ae 
) Ee 
toe 
‘4 ; 
79 é 
76 
10 
16 
32 2 
es 
44 7 
0 Pe ; : ale 
16 | r 
” | TT 
“f ae 
. ce oem 
581 » eas) 
~ oe 
| | ; 7 -_- 
%: re i: ae Zi 
Pe VAicnaa ee i a 
VR7 mal . 
v4 FS fet 
219 . 
302 nn OOQOQOQOQOO 
4°) 
169 2 i 
498 e 
024 a 
022 =. 
043 
028 
446 
993 , - 
671 
207 = or onaee 
219 ‘ en 
312 iS ip 2, re 
838 : ee ae ee 
31 - . ‘ 
: is 
614 
092 } asset biil 
920 ae a 
157 
542 fest 
Oe ee Ree 7 = eS ae 7 
i ea Se es i Be » LES ae rarer 
3 as oe ce ‘s Se ee ae 
: ee ey ™ ; a ae 
Pe gs Lo ee ae 
ae ae Ri a ae oe se tad a a 
) & F 
. : . oe 
* pao 
fs #o y : x ss 
ee : j a 
: ohne : ra o) 2a - i ad “s 
wis Be | LCL EGe ? ee ee © et 
y | | ot oom Seek me ot mac: = a 7" e my . Heer 
: ‘e q ~ ey li i i ; Bal oe Pats > F si i 
nM tee ronda meer ‘ ) 
i Es e a8 ad Auiniaken | j aa Ss J = = eet 
we Ty ea Pers 1 bot 2 ae : . 3 
a a ’ + oe ee oe atitk mas | stint i . : . 
28 ee ee eats lan Ste cen 
ee “ ” ¢ “ Fk " en 
ae eee | Rete) oe. eee 
’ bas . « ~ ; 7 7 4 
* oy ae $ * a en f P merry a Be . a 
a ane : oo Seen U8 ea oe 7 
8 Fs er - | i a’ ; i : es a 
280 : am tse cenmamned mobbe RETR aires _ 
LET RL peti a CPE | 
or ‘ he oe ce ; . 
(,900 (ne nr a =e RRR ah, . mabe ; aaa aa nag Se 7 at 
2,168 — a ’ eth oe. ee wt Hi RE » elie 
/_ sore = - eww GN On cee pe To 
5,17) } a “ oe on ie pea im fi “Aes eo pS ™ s = a e = « > " | a hl tt Wl 8 q i a * os B 
os ae Bee” ee ae aie — ij ; palate 
—- ae es ete? ic: see i P ; ee . ee RS 
| a Tae — . bs ge eal - . 1. -_—- ms | - _-- } Ch oe a 
| Be eee oP. pee ee Ge “ ee tla, “ ey . 
bare Sa is ee > ade ty be - 3 —— : y 
| ae Sy “a _ ig 1 Po ae . 2 oo i> ee . al a 
i t ae ‘ Taam Se ee te shee fe RT i oi got : ee “— = 
. ie . 1 oa oa ata ee ee yes ™~ _ 5 a OS ae Be 4 
| Sas Pe ¥ oy -— i ai J aS” , ae Rainie Seas Capen 2 Me eay ame 2 eo a. 3S Boe: 
.. Se A ak | ae 3! g RL an ae, Pat: | me 
a | oa - 2 ees a _ ea. | = ett i a © a Be 1 ee oe) iy és - + "ie ; ae 
has a le i gs ht nt, Pani ae Sh Se “ + ree P +¢ kw Rei 
as ae ee ei fe, OL sie | ‘wien ea <2 li ws: alleen omtin 2 , i ae 
nore re ae — : ; Bw RDS ch a a as et ne 
aS Bt Se amy | abs : basest Se : es . a a te cs 
+0 ii, ee ee ee t me: oe 5 » * ie a eo € 
Ss UU A Se ee ibs > Si: wsperiine ees ‘ oo a = 7. 
ng es, | ’ 7 | ae - . ma Rae ee ane 
te S, . am le alige —. a re preps Rec e ili gel 14 E - Bt x, 
« e ee ng ne ae “aed noel cs | peer Peeve et ee oh \ 
- : ame ek. .——— : Orie. tet tS ee sey’, 2 Rig teammate eae aa 
ith a 6c Pe ee one ee ae alle F RAR a eee eek: ee ee Soe a 
id i = a o a igen iMate = RAGES. « fA peas a a a i ‘ a - 
rv ice | ) Peres, aa ye i « sa —“ et pee = <a ee CET Me wee Os ehapememmer 2, 1 _ i 
f the le i: : = . ee os ee Sey BGs GRR ote 3. te ar es nae fe 
a | are a ae ee Po 
n = | pea i das Wah ee ee ee inca Re RE bo sad in ee 
a RU Wie hice meres j 4 : ; Ys ee pe a Gay aoe 
| \) = REAC 3 OME GOIN | Bs eee I | e 
eee Bo ede it sae tethaee. WME Ae to sales. ; = 
5 ie ee xt make gig OE RE a newspaper e fae i ee te” P 6 ee oe Be "t ; 
these decisions ™ ct ae CT A ae aR Bee eg , 
= nate ona a PU ee ae a he Pg er, ee 
v i a es sbi eeen! ns ene co Pm @ 2 e: rep 
“ “ * ee) rz ‘BS # ore pie ¥ gs 4 ee ee PB nai grea iis ON oe ie > : ee an, tne ce 5 Th eae a £ 
MRE! SE cr a Se aaa anal 7. eel cae 6" ¢s ; ts 
: ees oe Pa ae ee i nm t e “3 . Ree a a ain a. 
ee ee 7 : mA t Dy Cet Paes es ie ty “ ane he a 
: ™, \ fi, Oe gest. wee deta Pee ia _-. egpVvICE oe 
MO ae ern en Ped EMS ot ants, | SOP. bg “ 7 : 
4 “a rift 3 we he, Pek 7 7 é ' Li 4 ‘ 
Vv « WN 0 RS < % 
‘ eae a a 
+ . , & if 
ya i 
n ; | as 
© Ee | 
. * . ’ 
: be . ? ; ~ . ‘ « ’ 7 . ~ «fe 


Time-Tested Remedy 
Works for Pastor 


To the Editor: Strange as it may 
seem to you, we do get a great 
many testimonial letters on that 5- 
cent product, Smith Brothers 
cough drops. 

Some of them require the great- 
est amount of imagination to ac- 
cept literally, and yet it is per- 
fectly obvious that they are sin- 
cere, as consistently they are writ- 
ten voluntarily and ask nothing in 
return. 

We received a letter this morn- 
ing with a considerably different 
angle. It is unquestionably truth- 
ful— yet so humorous—that I 
thought you might be interested in 
it. Here it is, word for word: 

“A few weeks ago, the pastor of 
our church lost his voice in the 
midst of his prayer. I was in the 


This department is a reader’s forum. Letters are welcome. 


congregation and he beckoned for 
me to come to the pulpit and con- 
tinue the service, which I did. 

“When the _ collection plates 
came to the front, there were on 
the plates along with envelopes 
and loose collection two boxes of 
Smith Brothers cough drops that 
were kindly donated by members 
of the congregation. 

“The pastor immediately took 
the remedy and was able to com- 
plete the services.” 

L. M. SHaw, 

Smith Brothers, Inc., Pough- 

keepsie, N. Y. 
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Merchandising Calendar 


Stands Severe Test 

To the Editor: On our 1945 
calendar we went “all out’ on the 
commercial side including product 
illustrations, copy, prices and order 


blanks. 50,000 calendars were re- 
leased to architects, engineers, in- 
dustrials and schools. 

Would the unique feature of 
weekly pages and giant size dates 
carry the weight of the extended 


merchandising? We thought it 
would, but we wanted facts, not 
opinions. 


In October, 1945, we prepared a 
questionnaire and directed it to 
the accounts who had received the 
’45 calendar. It was sent only to 
determine whether the commer- 
cial as used had killed the goose 
that laid the golden eggs. 

This was a severe test: Who 
would be interested in a ’46 cal- 
endar in October of °45? Out of 
10,000 letters, more than 5,000 re- 
quested °46 calendars. Some of 
these test letters were sent into 
dealers territories and the response 
resulted in our increasing the 46 


AND 


“Forsythe always wins... since they gave him IOWA asa territory.” | 


ANNUAL SALES 
DINNER 


PRESENTATION OF 


PRIZE. AWARDS | 


Forsythe’s list of firsts isn’t bad. But it’s more 
than matched by lowa’s—with its clear title to 
frst among the nation’s top 20 markets, in sta- 


bility. First in freedom from reconversion prob- 
lems and first, too, in ease and economy of sales 


coverage! For with The Des Moines Sunday Reg- 


ister, you can cover 
hungry consumers... 
ban retail outlets ... 


70°; of all the commodity- 
reach 70°% of all the ur- 
in this: the area 
farm income alone averages double that for the 


where 


rest of the nation. Put those firsts together and 


they add up to a full sales potential now. Not 


six months from now! 


THE DES MOINES 
REGISTER anv TRIBUNE 


Covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 


AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New Y ork-Chicago-Detroit-Philadel phia 


calendar order 
55,000. 

Needless to say, the ’46 calendar 
is 90% commercial with its illus- 
trations of merchandise, descrip- 
tive matter and order blanks; and 
our order of 55,000 did not supply 
the demand from back consumers 
and dealers. 

All ideas, art work, printing, etc., 
were executed by the Wall Cata- 
log Company, Chicago. 

H. OSTWALD, 

Frederick Post Company, Chi- 

cago. 


from 50,000 to 
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Thanks for Pony 


To the Editor: We have your 
announcement concerning the dis- 
continuing of the Pony Edition of 
ADVERTISING AGE. On behalf of 
the servicemen to whom we have 
sent the Pony Edition, may we ex- 
press our sincere thanks and ap- 
preciation for this service which 
you have so willingly given. 

Since most of the men to whom 
we sent the edition have returned 
to civilian life, we will only need 
two copies of the “Highlight 
Edition.” 

Thank you again for standing 
by all these months. 

Betty ANDREAS, 

Kim Jepson & Associates, Lan- 

sing, Mich. 


+ = F 
Services Unlimited 

To the Editor: Not all dis- 
charged veterans are returning to 
their former jobs. Many of them 
are going into business for them- 
selves—unusual lines of endeavor, 
too. 

Readers of the Sacramento Bee 
rubbed their eyes in amazement 
when they saw a two-column, 
three-inch advertisement inserted 
by three veterans “trying to get 
along,” especially when they re- 
membered how difficult it had 
been to get anyone to do the sim- 
plest chore. ; 

But these three veterans offer 
| “services unlimited’ — “unusual 
| jobs our specialty.” 

Here are some of the jobs they 
willingly will tackle: 

Amateur sleuthing, animals res- 
cued, attics cleaned, basements 
cleaned, buildings wrecked, bath- 
rooms washed, decorating, floors 
| waxed, gags played on friends, 
|minor repairs, roof leaks repaired, 
roof gutters cleaned, trash hauled, 
tree surgery, wake-up service, 
windows washed, woodwork 
washed, you name it. 

BRADLEY RITER, 


McClatchy Newspapers, Sac- 
ramento, Cal. 
~~ = © 
Balloons for Sale 
To the Editor: Your readers 


| might be interested to know that 
A. Schulman, Inc., Akron, has 20 
barrage balloons— untouched by 
enemy planes—and could be per- 
suaded to part with them ($25 
apiece). 

The balloons were made by 
Goodyear for the U. S. govern- 
ment, which doesn’t need them 
now. But someone with a flair 
for unique stunts might get a pro- 
motion idea from this little mar- 
keting tip. 

M. K. JEssop, 

Jessop Advertising Company, 

Akron, O. 
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Army Man Wants 


a Bit of Selling at Home 


| To the Editor: What do readers 
|think . .. of Mr. Gerth’s sugges- 
‘tion for a United Nation’s Adver- 
|tising Council? This reader thinks 
|clarity begins at home. 

| No, that’s not moral isolation- 
|ism. Rather, with such an educa- 
|tional job to be done in the fields 
of economics and politics at home, 
are we justified in tackling the 
| task of selling international coop- 
|eration and good will? “The world 
|needs to be reminded, constantly, 
|of the blessings that will accrue if 
|we get together, and the unthink- 
able catastrophe we face if we 
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don’t.” How true. But substitut. 
“U. S. citizens’ for “the world” 
and the statement becomes no les 
true and a great deal more time], 
for thee and me. 

From this distance it appears 
that the United States today is fast 
approaching a time of definite de- 
cision: Do we retain capitalism, 
which has made us the greatest 
industrial nation in the world... 
or do the unions force manage- 
ment to abdicate? That question 
will be answered by people whose 
thinking can be influenced greatly 
by advertising. I do not believe 
most of these people understand 
the choice they will make between 
capitalism and socialism; I do not 
believe they understand the great- 
est product of our economic sys- 
tem ... free private enterprise. 
They inherited it, and they’re not 
quite sure what it is or what ad- 
vantages it gives them. 

Whose fault is that? In my 
opinion, it is the fault of the ad- 
vertising profession. We can get 
appropriations to sell merchandise; 
why in the name of heaven can’t 
we get appropriations to sell the 
system that makes it all possible? 
Why should a large motor com- 
pany cancel $7,000,000 in advertis- 
ing space when it has the most 
important story to tell in its his- 
tory? Why isn’t the story of cap- 
italistic-economics being spread in 
every newspaper, in every maga- 
zine, over every network in the 
nation? 

Could it be that too few adver- 
tising men understand the signifi- 
cance of the situation? Yes... 
it could. But re-hashing the rea- 
sons for that won’t get us any- 
where now. 

What would? Courses in capi- 
talistic—economics for advertising 
men. A concerted drive to get at 
least 15% of every ad appropriation 
into individual campaigns to sell 
private enterprise ... plus a con- 
tinuing national cooperative cam- 
paign by industry. Yes, a crusade 
to tell the people what they need 
to know before we all find out the 
hard way. 

That is my suggestion for fur- 
thering Mr. Gerth’s proposed 
United Nations’ Advertising Coun- 
cil. Unless we first alert our people 
to the need for intelligent coopera- 
tion at home, the broader job 
would be a mockery. 

And what do readers think of 
that? 

JOHN E. MATTHEWS, 

S/Sgt, Hq & Hq Det, Mobile 

Force, APO 827, c/o PM, New 

Orleans, La. 

= v Pg 
Praises Editorials 

To the Editor: Busy as I am, | 
must take the time to tell you 
that in my opinion, the two edi- 
torials in your Jan. 7 issue of Ap- 
VERTISING AGE are the mo 
thought-provoking I have read, in 
many a moon, in any paper. 

“Them’s my sentiments, too.” 

R. L. ZALK, 

Advertising Vice - President, 

Wolfe Wear-u-well Corpora- 


tion, Columbus, O. 
7 + + 


Praises Strike Service 


To the Editor: Quite belated!y, 
may I add my encomium for t 
excellent service received durin 
the recent typographical uni 
strike? The appreciation of you 
subscribers is, of course, no long 
a secret, judging from their lette* 
of congratulations. 

FRANCES MERCER, 

Journal of the American Med- 
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ical Women’s Association 
Nashville, Tenn. 
Fadell Adds Four 


Paul A. Sevareid, former ra 
commentator, and M. D. Jerd 
former advertising manager 
International Milling Compa 
have joined the staff of Fac 
Company, Minneapolis, as head 
the radio department and head 
the production department, 
spectively. Carl W. White «.¢ 
John Beissel have been appoin'°d 


special writers for the agency. 
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Canham Predicts 
Regional Daily 
News Magazines 


Chicago, Jan. 15.—Although de- 
nying Ownership of a _prophet’s 
license, Edwin D. Canham, editor 
of The Christian Science Monitor, 
at a luncheon meeting of the 
Newspaper Advertising Executives 
Association here, predicted yester- 
day that newspapers “will trend 
in the direction of daily news 
magazines”; that regional news- 
papers will be developed, although 
not crowding out local newspapers, 
and that publishing costs will for 
a long time continue to rise. 

Mr. Canham pointed out that at 
the beginning of the century most 
U. S. newspapers were small- 
circulation, politically partisan 
publications largely devoted to 
local spot news, and that sensa- 
tionalism became paramount with 
publishers and lasted until the ’30s, 
since which time serious national 
and international affairs have be- 
come ascendant. Many newspa- 
pers have merged, but prophecies 
20 years ago that radio would 
drive newspapers out of business 
and other equally pessimistic 
guesses also have been proved 
wrong. 

Resemble Public Utilities 
Mr. 


Newspaper consolidations, 


Canham pointed out, have not led | 


to arrogant editorial policies on 
the part of monopoly papers, “The 
monopoly newspaper has been 
forced more and more into the 
position of a public utility, where 
it has to serve the whole commun- 
ity. This is not necessarily a good 
thing. It takes away a newspa- 


per’s color, its ability to take a 
strongly partisan position and get 
away with it.” 

He predicted that new newspa- 
pers might come into being if, as 
some think, the time will come 
when production methods will be 
much simpler and less expensive 
and “when offset presses and au- 
tomatic typesetting will reduce 
newspaper capitalization to the 
point where the number of papers 
will increase and we shall have 
individual representation of mi- 
nority groups again.” 


Many Improvements Seen 

“Manifestly, there will be many 
technical improvements in the 
production and distribution of 
newspapers,” he declared. ‘We 
all know that superb full-color 
work is on our door-step and will 
come along fast. With the use of 
color on the news and editorial 
side, there will be much more care- 
ful make-up, classification and 
arrangement of news. As the em- 
phasis on spot news lessens, the 
number of daily editions will be- 
come fewer, and the care with 
which the remaining editions are 
prepared will become greater. 
Therefore, newspapers will trend 
in the direction of daily news 
magazines. . . There might well be 
daily magazine supplements dis- 
tributed by wire-photo.” 

Mr. Canham expressed doubt 
that more than a few nationally 
distributed newspapers will ever 
be practical, or that facsimile will 
supplant the centrally produced 
newspaper. ‘What one can fore- 
see,” he asserted, “is a period of 
great uncertainty and a certain 
amount of shirt-losing in the 
newer radio field.” 

He urged that publishers take a 
long-range viewpoint of profits, 
rather than indulge in a _ short- 
range profit attitude that builds 
up basic public mistrust of news- 
papers and ultimate danger to 


newspaper survival. He declared 
that publishers must check the 
practice of granting wide latitude 
to some irresponsible syndicated 
columnists who are “getting drunk 
with power.” 


“‘Woman’s Day’ Restores 


Circulation Guarantee 


Woman’s Day has restored its 
previously guaranteed circulation 
average of 2,700,000, and an- 
nounces that, as advertising rates 
will not be increased, the rate per 
page per thousand will return to 
$2.22. 

On Feb. 1, 1944, the magazine 
announced a reduction of 200,000 
in guaranteed circulation — from 
2,700,000 to 2,500,000, with rates 
unchanged, raising the rate per 
page per thousand readers from 
$2.22 to $2.40, effective April, 1944. 


Affiliation to Meet in 
Pittsburgh May 23-25 


The International Affiliation of 
Sales and Advertising Clubs will 
hold its annual convention at the 
Wm. Penn Hotel, Pittsburgh, May 
23-25. 

K. E. Kellenberger, Union Switch 
& Signal Company, Swissvale, Pa., 
is general chairman of the conven- 
tion committee. Publicity is being 
handled by Vincent Drayne, vice- 
president of Ketchum, MacLeod & 
Grove, Pittsburgh. 


Bermuda Daily Appoints 


The Royal Gazette, Hamilton. 
Bermuda, daily, has appointed 
S. S. Koppe & Co., New York, 


international publishers’ represen- 
tative, as its exclusive representa- 
tive in the United States and 
Canada. 


Forman Joins NCBS 


Les H. Forman, formerly radio 
publicity director of Kenyon & 
Eckhardt, Chicago, has joined 
North Central Broadcasting Com- 
pany as publicity and promotion 
director of its Mississippi Valley 
Network. 


45 fein 
Munn Returns as Head |manager. The agency recently oe 
doubled its office space in the To- ; 
of Toledo Agency lledo Trust building. oo el 
John O. Munn, on leave of ab- ——_—— a 
sence from the agency for the past s s.. 
two years while serving as pub- Printers to Exhibit . 
licity director for the OPA’s To- The Society of Typographic ot lee 
ledo-area office, has rejoined Bee-| Arts will hold its 19th annual ex- war 
son-Faller-Reichert, Inc., Toledo,|hibition of design in Chicago onl 
as president. printing at the Art Institute of a 
John Reichert, recently dis-| Chicago from March 16 to April = 
charged from the Army, has been/30. All entries must be in not neal 
appointed assistant production | later than noon of Jan. 25. i 


WWL 


NEW ORLEANS 


shouts its shows 


on Billboards 


NEW ORLEANS ~ 
A DEPARTMENT OF LOYOLA UNIVERSITY 
The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


‘They believe in living their parts...otherwise | 
it wouldn't be WBBM Showmanship.” 


runs 
WBBM 
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.. Showmanship 


50,000 WATTS « 780 ke 
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CAESAR 
PETRILLO 
ORCHESTRA: 


BYSTANDER : 


in the © 
family 


FILBERT'S 
LAST WIFE: 


BYSTANDER: 


FILBERT'S 
LAST WIFE: 


BYSTANDER: 
"2  FILBERT'S 
| LAST WIFE: 
i 
COLUMBIA OWNED | CAESAR 
PLITRILLO 


& ORCHESTRA: 
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*C. E. Hooper, any and all recent reports 


~~ 


LOUD CYMBAL CRASH FOLLOWED BY "HEARTS AND FLOWERS" 


Just a moment, Madam. Was it necessary to clout poor 
Filbert quite so hard and leave him lying there 
like a limp rag? After all, you're only acting! 


My good man, I can see that you haven't been around 
WBBM very long. We spare nothing—and no one—to 

get real-life atmosphere in our programs. Next week I 
play the third of Bluebeard's seven wives —and 

I'll die gladly and just as realistically for the 
sake of WBBM Showmanship. 


Hmmmm— evidently you are a very remarkable woman, 
Madam. 


Not at all, my inexperienced friend. Ask anyone on 
WBBM's 178 other local programs and they'll say 
the same thing. After all, we must measure up to CBS 
standards of production. The same directors, musi- 
cians and technicians who produce CBS programs also 
produce local WBBM shows. Above all, we can't 
disappoint our listeners. They've tuned us to the 
highest daytime rating (8 AM.-6 P.M., Monday through 
Saturday) in Chicago*—and they expect the best 

in radio. 


This needs looking into. 


You can say that again-—and again. You'll always abe 
find WBBM daytime radio highly entertaining -—and, “ae 
if you're a sponsor, highly profitable. As for 

Filbert, don't worry. They'll carry him off in grand 

style. It's part of WBBM's all-around Showmanship 

service! 


UP WITH "TRIUMPHAL MARCH" AS FILBERT IS CARRIED OFF, 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 
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ARTISTS ATTENTION! 


UNUSUAL OPPORTUNITIES WITH | 
LEADING DETROIT STUDIO | 


Good Jobs—Good Salary—Good Working 
Conditions— Excellent Future 
Growth and Stability 


We are a nationally-known, 27-year - old 
studio, serving leading national accounts, 
with a record of steady, substantial growth. 
Congenial and interesting working atmos- 
These are not ‘‘emergency jobs’’, 
but jobs with a real future and happy 
associations for able men. Send full de- 
tails (but no samples) and an interview 
will be arranged. This opportunity is well 
worth investigating—act now! 


Write or wire today! 


GRAY-GARFIELD-LANGE, Inc. 


417 Architects’ Building, Detroit 1, Mich. 


NAVY LIEUTENANT 
Navy Lieutenant now in charge of recreation 
for (number deleted) on a bleak Pacific Istand. 
Have had {2 years experience advertising and 
organizing te youngsters and parents; college 
man. Would like te werk with an agency han- 
dling acceunts where youngster-influence Is an 
important factor. Expect te be back Chicago- 
way wearing pin-stripes in January. 


ARTIST | 
Experienced layout and letter- 

ing—some finished art. Excep- 
tional opportunity for right man. 
Apply Room 1200, 6 N. Mich- 


igan Ave. Street 


Box 6378 
Advertising Age, 100 E. Ohio 
Chicago 11, IMinois 


| publication date. 


Illustrators, Layout and Lettering Men: 


“Representatives Wanted,” 
50 cents a line, minimum charge §2. 
and spaces per line; light body face 
lines. Terms cash with order. 


The Advertising Market Place— 


| The rates for this department are as 
| Wanted,” 


Forms close Wednesday noon preceding 
Display advertisements take card rates. 


Advertising Age, January 21, 194 


follows: “Help Wanted,” “Positions 
and “Representatives Available,” 
Figure bold face heads 25 letters 
34 per line. Box numbers add two 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 
is} N. Wabash Ave., Chicago 
Wanted—Young man, preferably be- 
tween 380 and 40 years of age, who 
wants a career in trade association 
work with old, established organiza- 
tion, as assistant to executive man- 
ager. College education, personable 
appearance, publication or newspa- 
per experience, knowledge of ama- 
teur photography, all helpful. Must 
be willing to spend a year or two in 


a city of 60,000 in Michigan. Write 
or wire for interview. 
Box 7874, ADVERTISING AGE 


100 BE. Ohio St., Chicago 11, Ill. 


ASSISTANT EDITOR: Opening for 
young man on leading business pa- 
per in a service field. Must have 
ability to seek out material for ma- 
jor articles and prepare copy for 
publication. Should know some- 
thing about photography. tequires 
man with personality and good ap- 
pearance. Excellent opportunity. 
Headquarters in Chicago. Send full 
information including experience, 
qualifications and recent photograph 
in first letter, All replies treated 
with confidence. 

Box 7903, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
COPYWRITERS 
Young, with at least one year agency 
experience, to assist account execu- 
tive in medium size Chicago agency. 
Good future, $300.00 a month to 
start. Submit samples with applica- 

tion. 
Box 7933, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Artist-letterer. Male. Good visualizer; 
pencil, pastel, and show card letter- 
ing. Layouts for promotional litera- 
ture, sales training material, presen- 
tation charts. 
Opportunity in advertising and sales 
promotion departments of home ap- 
pliance manufacturer located in De- 
troit. Write giving experience, pre- 
vious income, compensation desired. 
Box 7924, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


KFH-: Wichita | 


“Whats the Matter 
with Ameruca?” 


KFH- 
Gots the Facts 


> a famous editorial many years 
ago... “What's the Matter with 
Kansas?” . . . helped make Kansas 
the great prosperous and rich state 
it is today. 


KFH believes that such personal 
the 
future, because 
the opinions and desires of 11,000,- 


self-analysis means much to 


state and nation’s 


000 servicemen returning from war 
will shape the America of tomor- 


this generation to do to win the peace as well as the war. 


Market. 


row. For the past several months, KFH’s news editor, George Gow, has been inter- 
viewing a different veteran daily during a regular newscast. 
servicemen on questions of current topics are telling the Southwest what they expect 


own people has made KFH the personal, most “believed-in” station of Kansas’ Richest 


The opinions of these 


This personal interest in its 


KFA 


WICHITA 


Wichita is a Hooperated City 
CBS + 5000 WATTS DAY AND NIGHT °* 


CALL ANY PETRY OFFICE 


CHARTS & GRAPHS 
sonable. Neat lettering. Send rou; 

to Elroy Pick, Route 3, Manitow< 

Wis. 

Artists Sketch Pads, 1946 Brown «& 
Bigelow 
sale 


MISCELLANEOUS 


drawn—re 


Calendars, 400. For quick 
at sacrifice. 

Box 7932, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


HELP WANTED 
ADVERTISING 
MANAGER 
for established, progressive manu- 
facturer selling through wholesalers 
to contracting trade and varied re- 
tail outlets. Beautifully styled post- 
war line ready for promotion and 
display treatment. Work includes 
point-of-sale material, packaging, 
catalogs, trade and consumer direct 
mail and space advertising. Ultra- 
modern plant and offices in pleasant 
Wisconsin town. Congenial staff. 
Initial interviews in Milwaukee. 
This is a new position. Write fully, 
giving age, education, experience, 
family status, earning record, avail- 
ability, salary expected. Describe 
creative samples you can submit 
during interview. 
Box 7923, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har, 2063, Chicago 


ASST. PUBLISHER 

PART INTEREST 

Ad man, 25-35 years old, for new 
deluxe-styled south-wide house and 
garden magazine. Associate interest 
with well established, expanding 
firm, if you can qualify as manager 
(or assistant) for advertising, pro- 
duction or sales department. Good 
agency and publication record are 
essential. State qualifications, educa- 
tion, references, all positions and 
salaries past 4 to 8&8 years. Suggest 
snapshot. K. Kitch, 439 Moore Bldg., 
San Antonio 5, Texas. 


REPRESENTATIVES AVAILABLE 


Publishers’ Representative in Chi- 
cago with highly successful sales 
record will consider representing 


established publication in 
general field. 
Middle West. 

Box 7925, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II}. 


Chicago Sales office 
represent one more 
pubn. in Midwest. 
ance. Commission. 
Box 7935, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


trade or 
Wide acquaintance in 


can efficiently 
trade or class 
Wide acquaint- 


REPRESENTATIVES WANTED 
BUSINESS PAPER REPRESENTA- 
TIVES WANTED for Merchandising, 
wholesaler monthly in Ohio, Mich- 
igan, N.E. territories. Liberal com- 
mission and draw. 

Box 7926, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ae POSITIONS WANTED 

COPYWRITER 
Versatile—strong public relations 
background. 16 years news, editing, 
printing sales, agency industrial and 
institutional copy. Age 40, family. 
Likes Midwest and Far West. 

Box 7910, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Til. 
COPYWRITER: 


Free Lance—Fresh 


Slant in Industrial & Consumer— 
Radio, Publication & Public Rela- 
oe E. R. Appel, 111 E. 16th St., 
rp es 


ADVERTISING OR PROMOTION 
Versatile advertising manager, large 
manufacturer, desires change. Ex- 
perience as artist, production man, 
copywriter. Clean layouts, tight 
copy, resultful sales letters. Know 
purchasing, management. Age 29. 
Married. 

Box 7927, ADVERTISING AGE 
W. 42nd St., New York 18, N. Y. 


TRADE PAPER EDITOR 
AVAILABLE 

Experienced in food, chemical, jew- 
elry & mfg. fields. Age 34, married, 
N.U. grad. Salary $5,000. 

Box 7928, ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, Ill. 

ADVERTISING EXECUTIVE 
In seventh year as Publicity Director 
for department store; formerly idea 
man for giant direct-mail corpora- 
tion, also newspaper’ experience. 
Great ability, ambition very good, 
human relations “tops.” Age 44. 
Salary $5,000. 

Box 7929, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING — SALES PROMO- 
TION mer. available March 1 due to 
merger. Handling 6 figure appropria- 
tion. Varied experience includes ap- 
pliances, farm equipment. Agency 
and sales background. Can direct ef- 
forts of large hard-hitting dept. 
Correspondence invited. 

Box 7930, ADVERTISING AGE 

100 EF. Ohio St., Chicago 11, Il. 
ACE WRITER, author, former editor 
national magazine, with outstanding 
business background and excellent 
knowledge of mass. psychology, 
wants executive position, Chicago 
area only, with firm influencing pub- 
lic opinion through institutional ad- 


330 


vertising, magazine articles, news 
releases, booklets, illustrated lec- 
tures, commercial motion pictures, 
ete. Extensive experience on high 
Plane in all forms of writing and 
avenues of publicity. Age 42, ap- 
pears, acts and thinks younger. 
Veteran. Dignified, substantial con- 
nection with good salary essential. 


jox 7931, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


SPACE SALESMAN AVAILABLE | 


Many years industrial experience in 
and around Chicago. Exceptional 
egency contacts. 


30x 7934, ADVERTISING AGE 


WANTED! 
Advertising Manager 


One of America's topmost Cor- 
set and Brassiere houses is seeking 
an Advertising Manager. 


The man we want should have a 
fashion or retail store background. 
He must have a knowledge of 
copy, layout and art. 


The successful applicant will 
find a wonderful opportunity for 
a long, happy, and profitable 
association. 


State experience and salary re- 
quired. Give us other pertinent 
information about yourself. Please 
reply by letter ONLY. 


Address Sales Manager 
Artistic Foundations, Inc. 
417 Fifth Avenue, N. Y. 


DO YOU KNOW THIS WOMAN? 


fo FASHION EDITOR for. 
midwestern trade publication 
—must be up to the minute 
on fashions and able to 
discuss them fluently with 
manufacturers, wholesalers 
and retailers; will need to 
supervise and work with 
photographers to obtain pic- 
tures second to none; and 
be capable of taking com- 
plete charge of editorial con- 
tent of magazine and doing 
advance planning. Publica- 
tion is well supported with 
advertising and amply 
financed. A real opportunity! 
Will consider stock bonus to 
get the right person. Give 
age, qualifications, and 
salary requirements. All 
éarrespentanes strictly con- 
fidential. 


MID-WEST TRADE, Inc. 
114 WEST 10TH ST. 
KANSAS CITY, MO. 


Address — 


An Opening at CHEN YU for 
EXPERIENCED 
COPY WRITER 


A remarkable opportunity for an ex- 
perienced copy writer who can start 
producing, quickly. Dealer newspaper 
ads, direct mailings for CHEN YU 
and three other associated com- 
panies. 


Expansion of advertising department 
opens opportunity for real advance- 
ment to one who can actually pro- 
duce. Apply by letter only (give 
phone number) to the Advertising 


Manager. 
CHEN YU 
200 East Illinois Street 
Chicago 11, Illinois 


PUBLISHER'S 
REPRESENTATIVES 
This Is I#! 


EBONY, the new Negro picture magazine with 
the largest circulation in the field desires New 
York, Philadelphia, Cleveland and West Coast 
representation by aggressive, informed men wo 
ean make the most of a golden opportun'‘y 
The men we want should be representing 0 
more than two or three publications now. 
Write directly to: 


EBONY 


5619 South State Street, Chicago 21, Iilir 


o 


AUTHOR 


Of definite and recognized ability desi ¢s 
to return to advertising field. Mat re 
cultural background plus keen origina ty 
should prove of decided value to disce'” 
ing advertising agency. 


Box 6380 
sre Age, 330 W. 42nd Stre« 
ew York 18, N. Y. 
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WRITERS WANTED 


$50 TO $400 WEEKLY 
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Dailies Effective 
Industrial Ad 
Media, Webel Says 


Chicago, Jan. 15.—Daily news- 
papers in Latin America serve 
efiectively as industrial advertis- 
ing media, Henry R. Webel, man- 
aging editor of Revista Industrial, 
Cleveland, and head of the ex- 
port department of G. M. Basford 
Company, New York, told the Chi- 
cazo Industrial Advertisers Asso- 
ciation last night. 

While business papers published 
in the United States and circulated 
in Central and South America are 
primary media for industrial ad- 
vertisers, Mr. Webel, who is presi- 
dent of the Export Advertising 
Agency Association, New York, 
explained that the young but de- 
veloping business press in Latin 
America, plus daily newspapers, 
provide supplementary media of 
great value. 

The business papers in that part 
of the world are young and grow- 
ing, he said, adding that while 
many of them have small circu- 
lations, these are frequently ade- 
quate to cover their markets. The 
dailies in the metropolitan centers 
reach practically all of the indus- 
trial executives, and as their cir- 
culations and rates are relatively 
wer than in this country, they 
represent a practical vehicle for 
industrial sales messages. Indus- 
trial advertising volume in many 
bf these dailies is large. 

Mr. Webel emphasized, as the 
result of a recent trip to Latin 
America, the fact that Brazil’s 
aationalistic sentiments are 
tronger than ever, and that ad- 
mressing citizens of that country 
n any language other than Portu- 
ruese is regarded as an affront. 
e recommended that when Span- 
sh or English is the language used 
n sales literature and promotion, 
|} brief message accompany the 
iaterial explaining why it was 
ot possible to print it in Portu- 
ese. 


. . 7 a 

iss Murray Joins ‘TV 

Patricia Murray, in charge of 
adio and television for Printers’ 
nk for nearly four years, has 
jined Telecasting Publications, 
nc.. New York, as associate editor 
if TV—the Magazine of the Tele- 
ision Industry, first issue of which 
s scheduled for publication the 
etter part of April. Miss Murray 


FU s also an associate editor of the 
onthly, Frequency Modulation, 

°™ Bhich makes its appearance next 
1onth. 

en Aneta 

>. phow Ad, Editorial Art 


J COPYWRITER 


sive fn New York April 2-20 


The 25th annual national exhi- 
ition of advertising and editorial 
It, sponsored by the Art Directors 
lub, New York, will be held 
tpril 2-20 at 630 Fifth Ave., New 
ork, with closing date for sub- 
lission of preliminary material 
t for Jan. 30. Any art director, 
tist, photographer, designer, ad- 
ertising manager or organization 
roducing a piece of advertising or 
litorial art or a complete unit 
th#ppearing in published form be- 
“meen Feb. 15, 1945, and Feb. 15, 
045, may enter. Winning entries 
), @ll be reproduced in a bound vol- 
«fime, the “Art Directors Annual.” 


anger Named V. P. 


Rudolph A. Langer, secretary 
nce 1935 of the American Metal 
arket Company, which issues 
eim™e daily trade newspaper, Amer- 
om Metal Market, has. been 
Y@ected a vice-president. He joined 
€ company in 1909 and for many 
ars has been manager of the 
vertising department and a 
iber of the board of directors. 


"top" advertising agency in Cincin- 
ai, Ohio. Exceptionally fine working 
for ditions. Must have good consumer ex- 
tience with an advertising agency. 
a ary to $10,000. Call in person or send 
tsime to 

Hard-To-Find Personnel 
9 East 46th St.. N. Y. 17 


Publish Retail 
Merchandiser Book 


“Retail Merchandiser Handbook” 
has just been published by Bruce 
Humphries, Inc., Boston. Written 
by John Bradford, retail drug 
merchandiser for 20 years, the 
compact handbook dramatizes re- 
tail merchandising and lists ideas 
to stimulate the curiosity of the 
buyer. Not intended for instruct- 
ing the novice, the 74-page book 
includes hints to present retailers 
for moving merchandise from store 
shelves with greater rapidity. 


Pile Joins ‘Fleet Owner’ 

J. Howard Pile, formerly vice- 
president and editorial director of 
Chek-Chart Corporation, Chicago, 


has been appointed business man- 


ager of Fleet Owner, published by 
Ferguson Publishing Company, 
New York. 


McCann Elects Wilson 


E. F. Wilson, vice-president and 
media director of McCann-Erick- 
son, New York, has been elected 
a director. Mr. Wilson has been 
with the agency since 1920 when 


he joined the media department 
of the A. W. Erickson Company. 
Shortly after the merger of this 
company and the H. Kk. McCann 
Company in 1930, Mr. Wilson was 
appointed media director. He be- 
came vice-president in December, 
1943. 


Begins Ad Drive 

Hope Skillman has started its 
first national advertising campaign 
in the January issue of Town & 
Country with a color page adver- 
tising “White Coffee,” a Skillmill 
fabric. Other pages are scheduled 
throughout the spring for Vogue 
and Harper’s Bazaar. Glasser- 
Gailey & Co., Los Angeles, is the 
agency. 


Begins Presteline Drive; 
Mrs. Ludwig Appointed 


Pressed Steel Car Company’s 
appliance division will launch an 
advertising campaign for its Pres- 
teline electric range with a full- 
page, four-color insertion in Col- 
lier’s, followed by similar pages 
in American Magazine, The Amer- 
ican Weekly, Better Homes & Gar- 
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dens, Country Gentleman and;served with Pressed Steel in Chi- 
McCall’s. Rotogravure will be used | cago during the war as supervisor 
in leading markets, as will dealer | and edited the house organ “Line,” 
aids. has been appointed supervisor of 


Mrs. Amber C. Ludwig, who| home service of the division. 


Planning & Execution of 


INDUSTRIAL CATALOGS 


@ LAYOUTS 

@ ILLUSTRATION 

@ PHOTOGRAPHY 

@ RETOUCHING 

@ SALES PROMOTION MATERIAL 


KLING STUDIOS INC. 


480 LEXINGTON AVE., N. Y. C., PLAZA 5-6545 


I. A. CRAWFORD 


*¢For many years, newspaper 


General Sales Manager, Timken Silent Automatic Division 
The Timken-Detroit Axle Company 


advertising has carried the big bulk of Timken 


Silent Automatic Oilfurnace expenditures. Newspapers remain basic in our 


present and future planning because newspaper advertising with unique 


efficiency, enables us to direct our advertising precisely where we want it, with 


a minimum of waste.?? 


This advertisement, prepared by the Bureau of Advertising, AN. P. A., is published by The Worcester Telegram-Gazette in the iuterest of ail newspapers 
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Airlines Offer 
‘Trolley Car’ 
Service by 1947 


Washington, Jan. 15.—A seven- 
fold increase in the seating ca- 
pacity of commercial airlines, lead- 
ing the way to “trolley car sched- 
ules” between important cities, 
was described to the Washington 
Advertising Club today by former 
Congressman Robert Ramspeck, 
new executive vice-president of 
the Air Transport Association of 
America. 

The fleet of commercial planes 
would amount to about three times 
the prewar number by early next 
year, Mr. Ramspeck told the club, 
but the greatly increased seating 
capacity would clear the way for a 
10 billion passenger-mile traffic 
load. 

When “trolley car schedules” 
are worked out, he explained, it 
will be possible to fly between 
major cities without advance res- 
ervations. 


Vets Guidance Service 


Organizes Permanently 


The Veterans Guidance in Ad- 
vertising, project of 27 New York 
City associations engaged in ad- 
vertising, selling, marketing and 
public relations, has taken on a 
permanent status for 1946 and has 
moved its headquarters from the 
Chanin building to the Midston 
House, 22 E. 38 St., New York. 

A paid staff and a panel of 
volunteers from the 27 partici- 
pating groups will expedite the 
work of counseling, training and 
placement of veteran applicants. 
A total of 3,000 veterans have been 
served during the past six months, 
reports Ruth C. Perry, executive 
director. 


‘Detroit News’ Names Two 


Dr. Albert Moellmann, formerly 
associated with Maclean’s Maga- 
zine and Chatelaine in Toronto, 
has been appointed market analyst 
in charge of market research of 
the Detroit News. Aubrey N. 
Powell, who has returned to the 
News after 32 months in the Army, 
has been added to the promotion 
production staff. 


YOU MAY BE ABLE T0 BEAT 
THIS LONG-HELD RECORD*— 


BUT—Y0U 


—@ 


CANT THROW 


AN “OUTSIDE” CAMPAIGN INTO 
WESTERN MICHIGAN! 


Power alone won’t suffice to get “outside” stations 
into Western Michigan—as witness the failure even 
of 50,000-watt stations in Detroit and Chicago to 
reach this area dependably. The explanation is a 
queer fading condition which effectively walls-off 
the area from even the most ambitious “outside” 


stations. 


But — complete coverage of Western Michigan is 
available through two local CBS stations—WKZO 
in Kalamazoo and WJEF in Grand Rapids—with 
non-fading signals and at a bargain combination 
rate. We invite you to get all the facts. We'll be 
happy to send them to you—or ask Free & Peters! 


*P. J. Ryan threw the 16-pound hammer 189 feet 64% inches 
at Celtic Park, L. 1., Aug. 17, 1913. 


AWD RAPIDS 
oe NTY (CBS) 


Fl 
AMD KENT COV 


Both owned and operated by Fetrer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives. 
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JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


—~—=1946-——, ——1945—, —1946—,  ——1945—~ 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL True Experiences(Mac) 22.7 9,746 20.0 8,580 
Ace Fiction Group..... 8.6 1,921 8.0 1,798 | True Love & Romance 
American Magazine 66.0 27,716 58.1 24,420 (Mac) .....-...++--. 23.0 9,881 19.7 8,446 
American Forests ... 10.0 4.200 9.7 4.060 | True Romances ....... 26.8 11,441 20.4 8,731 
American Home ..... 44.5 28,094 34.4 21,744 | True Story ........... 40.7 17,355 41.6 17,685 
American Legion ..... 31.6 18,353 23.6 9,938 | Vogue (2 issues) ..... 160.4 101,397 105.2 66,169 
Asia & the Americas.. 1.3 572 1.3 572 | Woman’s Day ........ 32.8 14,078 27.7 = 11,904 
Better Homes & Woman’s Home 
a Te 56.0 35,475 34.0 21,599 ee: 42.0 28,573 39.0 26,534 
Christian Herald ..... 25.4 10,659 23.0 9,688 a 
RI ie iw a k's ai 0,8' 0. 5.3 3,596 4.9 3,350 Torel Group ....... 1,942.0 977,234 1,535.5 769,115 
Cosmopolitan ......... 53.7 23,059 54.3 28,320 STANDARD 
*Dell Detective Grp... 21.8 re ee American Mercury ... 10.5 1,914 9.9 1,793 
Dun’s Review ........ 32.9 14,095 33.3 14,307 | Atlantic Monthly ..... 30.5 12,810 38.5 16,179 
_ Ea Sees 9.7 4,057 12.4 5,226 | Harper’s Magazine 34.0 8,074 41.1 9,774 
Esquire (Natl.) ...... 128.0 86,027 90.6 60,728 = 
ae 14.1 9,741 11.8 8,161 Total Group ....... 75.0 22,798 89.5 = 27,737 
Se ae 181.0 114,392 146.0 92,272 OUTDOOR 
Grade Teacher, The... 22.1 9,746 11.5 5,057 | American Rifleman ... 27.3 11,473 26.2 11,004 
House Beautiful ...... 66.3 41,931 46.8 29,541 | Field & Stream....... 50.3 21,121 45.0 = 18,904 
House & Garden....... 51.0 32,232 56.3 35,598 | Fur-Fish-Game ...... 19.0 8,443 15.3 6,553 
Improvement Era 15.4 6,595 13.8 5,926 Hunting & Fishing.... 17.9 7,510 14.0 5,877 
Instructor ............ 16.6 11,349 10.5 7,875 | Outdoor Life ......... 43.1 18,086 27.8 11,695 
Macfadden Men’s Grp.. 20.3 8,553 15.3 6,066 SOOrte ANGIA <..5.065% 41.0 17,381 33.0 14,082 
Mechanix Illustrated . 62.2 13,924 57.9 12,974 Gs 
Motor Boating ....... 159.0 93,492 122.9 72,275 Total Group ....... 198.6 84,014 161.3 68,115 
National Geographic.. 33.0 7,854 33.0 7,854 JUVENILE J 
Nation’s Business 54.8 28,028 59.9 25,169 | American Girl ....... R.S 3,708 5.1 2,515 
Nature Magazine ..... 2.4 1,047 3.2 1,363 | Boys’ Life ........... 8.3 5,671 10.8 7,367 
a Free 24.3 16,490 9.3 6,290 | Calling All Girls...... 12.0 4,587 22.9 8,720 
*Popular Mechanics... 140.6 31,500 121.0 27,230 | Child Life ............ 2.6 1,096 2.3 949 
Popular Publications.. 17.3 3,883 11.6 2,604 i oe 
Popular Science ..... 69.0 28,980 62.9 26,432 Total Group ......-. 31.7 15,062 41.1 19,551 
epee 39.7 17,046 44.7 19,163 | WEEKLIES—December 
SR. oc ae tle sys 12.0 5,152 11.0 4,735 | American Weekly 78.3 78,287 76.1 76,094 
Scientific American ... 11.0 4,858 13.0 5,393 Business Week ....... 370.5 155,619 365.5 163,494 
Street & Smith All Christian Advocate ... 18.1 7,603 15.1 133 
Fiction Group ..... 4.0 744 4.0 PAS DS OOGRIOE OD cca denesiccses 217.5 147892 196.0 133,282 
RR er oe oisd cs cess 35.5 14,929 30.0 SO IE fon Fo vce bbaed bine ee 175.0 75,515 138.3 59,330 
Thrilling Group ...... 21.9 4,916 17.0 3,796 aFamily Circle ....... 44.0 19,003 47.0 20,052 
Town & Country..... 91.5 61,495 68.6 46,067 DE HikCADY he 4a w Ss 55.1 21,937 60.1 21,53 
UO sae oe eae s neg iss 40.0 17,170 11.3 BOGE TREND «onc cc cise srersces 43.6 27,152 35.1 21,968 
Woodmen of the NE wrs'p ara kiny aes oo 179.4 76,963 162.1 69,541 
SIN 0% vauea bee 5.5 2,350 6.9 SE oad bobs sa00% oes 308.0 209,991 180.0 122,518 
NOMENIEE. t0s:4503 5.00005 156.6 92,096 126.6 74,441 | Look ..............4.-. 98.7 67,108 73.5 49,977 
dNewsweek .......... 341.3 143,354 250.7 105,295 
Total Group ....... 1,699:5 © 896,817 1,393.4 720,863 | New York Times 
MIND: Bee's ccc ses 91.0 77,8325 110.4 93,834 
WOMEN cNew Yorker ......... 333.0 142,950 248.0 106,690 
RE 305i ki 54 He TOS; $0,200 18.0 -O4000 | SESE nnn sarees 45.8 (19,241 34.5 = 14,501 
GIAMIOMT obec ccccces 123.0 52,767 70.0 30,039 | CSaturday Evening ; 
Good Housekeeping ... 72.9 31,276 55.6 23,801 | _ Post ......... pee eees 315.9 214.823 224.0 152,287 
Harper’s Bazaar ...... 149.8 94,684 81.9 51,734 | Saturday Review : 
pT ere 10.4 7,906 11.4 8,687 of Literature ...... 109.0 46,672 689.0 = 38,448 
Household ........... 13.2 9,004 13.3 9,032.| Scholastic ....... sees 23.5 9,870 10.1 4,247 
Ladies’ Home Journal. 26:7 53,187 57.5 39,068 |. This Week Magazine.. 523.9 43,667 44.6 36.3% 
Mademoiselle ......... 175.0 75,075 110.2 47,281 | aTime ......... tees 336.7 141,368 259.7 108,982 
ee re 63.0 42,808 55.7 37,843 | fUnited States News.. 207.8 87,280 211.0 88,608 
mw MM) eee eae 33.2 14,231 32.4 13,883 Total Group ....... 3,445.1 1,813,619 2,780.6 1,470,408 
Modern Screen (MM).. 34.6 14,829 34.3 14,734 | — 
Motion Picture (F)... 40.4 17,346 33.8 14,246 *Not included in totals. 7 
Movieland ...........- 27.5 11,815 22.3 9,563 aThree issues 1945; four 1944. 
Movie Life ........... 27.4 11,766 26.0 11,183 bOne issue December, 1945; two 1944. 
Movie Show .......... 28.3 12,145 20.9 14,195 cFive issues both years. 
Movie Stars Parade... 28.4 12,181 25.9 11,119 dFive issues 1945; four 1944. 
Movie Story (F)...... 37.9 16,254 31.5 18,499 fFour issues 1945; five issues 1944. 
Se ERA ree 27.4 11,766 26.5 11,358 CANADIAN 
Parents’ (N. Y. Metro a 
IE tis nabndats ace 65.6 28,129 74.6 32,020 Mpa, Fated a FOES 
Parents’ (Nat'l) ...... 59.1 25,344 67.7 29,048 ein ee & . 
Personal Romances ... 23.1 9,912 22.9 9,821 | Canadian Home ae ene wae deen 
Photoplay (Mac) ..... 36.6 15,701 30.1 12,920 Journal .........-- . oo 200° Sa'eu 
*Real Romances ...... 17.8 7,657 138.8 5,915 | Chatelaine .. .....-.. 26.4 «1%, . _ 
*Real Story .......... 17.8 7,657 13.8 5,915 | Maclean’s (2 issues).. 46.3 31,484 = 48.2 32,795 
Promenade ........... 46.9 20,129 46.3 19,877 | Mayfair ............-. pa) 9 
Radio Mirror (Mac)... 21.3 9,130 19.0 8,144 Natl. Home Monthly.. 17.0 11,246 18.0 13,583 
Radio Romances ..... 21.3 9,130 19.0 8,144 BOW WOTlE cccsnccess 23.3 15,849 19.0 12,920 
Screen Guide ......... 17.5 11,905 20.2 13,753 | Revue Moderne, La.... 16.5 11,224 16.2 10,904 
Sereenland Unit ...... 26.7 11,460 25.6 10,977 | Revue Populaire, La... 17.6 12,419 17.0 11,866 
Screen Romances ... 33.9 14,564 32.9 14,097 *Samedi, Le .......... 33.7 23,528 36.0 25,255 
en ai, Pree 97.5 66,321 68.1 46,297 . 
Satusra Wieenbe PESTS 12.9 5,543 6.8 2,933 Total Group ........ 249.7 170,155 232.6 159,163 
Todays Woman ....... 12.9 5,543 6.8 2,933 
True Confessions (F). 34.7 14,846 31.1 13,348 *December Linage. 


January Issues 
of Magazines Up 
Ad Volume 24% 


New York, Jan. 16.—Although 
juvenile and standard publications 
turned against the upward trend, 
national magazines in general 
started off 1946 with a 23.9% gain 
in advertising volume carried in 
January issues. 

According to reports of these 
publications compiled by Apver- 
TISING AGE, January issues of U. S. 
magazines ran a total of 3,809,544 
lines of advertising, compared with 
3,075,789 in January, 1945. A year 
ago, these same publications 
marked up an 18.2% gain. 

General magazines, which car- 
ried 896,817 lines of advertising 
in January issues, were 24.4% 
ahead of a year ago. The women’s 
publications marked up an even 
greater advance for the month, 
27.1%, with a total of 977,234 lines. 


Outdoor Magazines Gain 

Standard magazines, with 22,798 
lines of advertising in January is- 
sues, dropped 17.8% below the 
comparative totals of a year ago, 
while juvenile publications, with 
15,062 lines, were off 23%. Out- 
door magazines, which carried a 
total of 84,014 lines, gained 23.3% 
for the month. 

December issues of weekly 
magazines increased their ad vol- 


ume 23.3%, running a total of 1,- 
813,619 lines. 

Canadian magazines marked up 
a 6.9% advance, carrying a total 
of 170,155 lines as compared with 
159,163 lines in January,:1945. 


Indian Agencies 
Form Association 


Advertising agencies in India 
have formed an association to im- 
prove the standards of advertising 
in that country, according to J. 
Walter Thompson Company. The 
organization will be known as the 
Advertising Agencies Association 
of India. 

The following have been named 
to the executive committee: P. de 
Peterson, director of J. Walter 
Thompson Company (Eastern) 
Ltd.; S. K. Bose, manager, the 
Press Syndicate Ltd., Calcutta; 
J. N. Jaini, proprietor, National 
Advertising Service, and J. R. 
Cheshire, manager of Lintas Ltd., 
Bombay. 


‘Chicago Sun’ to Have 


Its Own Buliding 


The Chicago Sun, published now 
on equipment owned by the Chi- 
cago Daily News, plans to start 
construction of its own plant early 
next summer. The building, re- 
quiring an investment of from 
$7,000,000 to $8,000,000 will be 
completed by July, 1947. 

The new building, a four-story 
structure, will contain all the latest 
printing equipment. It will front 
on Madison St., between Market 
St. and the Chicago river. 


Conners Sets Up Sales 
Promotion Department 


Conners & Co., Los Angeles, for- 
merly known as Conners-Joyce, 
has expanded its operations by 
setting up a separate division for 
the complete production of all 
types of sales promotion material. 
The new service includes the cre- 
ation of sales presentations and 
manuals, visual training aids and 
publications as well as slide films 
and motion pictures. 


To Affiliated Products 


G. W. Sands, formerly purchas- 
ing agent and head of production 
planning for Richard Hudnut, and 
before that purchasing agent of 
Elizabeth Arden and Pinaud, {as 
joined Affiliated Products, Inc., as 
director of production and pul- 
chasing. 


— 


[The Magazine that Keeos| 


RADIO TECHNICIANS} 


Best Informed 


Circulation 57,394 


Net Paid A.B.C. 
RADIO-CRAFT 
25 WEST B’WAY, NEW YORK 7 
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16 Major Agencies’ 
‘Billings in 1945 
“HHit $630 Million 


115 (Continued from Page 2) 


-y) due to the expansion of old clients. 
i7) BLargest of these are General Foods, 
‘4 which accounts for one-fifth of 
73: BY&R’s total, Lever Bros.’ Swan 
sap, Borden, Bristol - Myers, 
00¢ Brrankfort Distillers and Gulf Re- 
fining. 
877 The principal loss of N. W. Ayer 
& Son in 1945 was Anthracite In- 
dustries (about $400,000) to J. 
11; Walter Thompson Company. With 
cutbacks following V-J Day, the 
515 BBoeing Aircraft account declined. 
367 Bon the other hand, Ayer regained 
‘949 part of the Kellogg Company ac- 
— count, added Waltham Watch, 
551 B carrier Corporation, United Drug, 
the new Birdseye anhydrous foods 
494 division of American Home Prod- 
334 Bucts, and the $3,000,000 Army re- 
cruiting campaign, on which $i,- 
500,000 was billed in the last 
537 months of 1945. 


Adds Chrysler Institutional 


In addition to larger billings on 
Plymouth Motor division, Ayer 
now handles institutional adver- 
tising for Chrysler Corporation. 
The agency increased its work for 
National Dairy, and a number of 
major accounts, such as Atlantic 
44; Refining, expanded. A substantial 
part of Ayer’s billings are in spot 
394 Bradio and country weeklies, for 
which time and space tabulations 
_ .ffare not available. 

About one-third of Batten, Bar- 
ton, Durstine & Osborn’s $10,000,- 
000 growth in 1945 came from 
new accounts and two-thirds from 
expansion of old accounts. The 
newcomers included The Satur- 
day Evening Post, which is re- 
ported to spend $2,000,000; Ameri- 
can Broadcasting, Capitol Records, 
Chicago & Southern Airlines, Clark 
Candy, Diamond Match, Polaroid 
ve Corporation, and American Radia- 
‘ tor & Standard Sanitary Corpora- 
532 @tion. Among the many accounts 
expanding were United States 
Steel, which started to present 
Theater Guild plays on the air; 
the Reader’s Digest, and Schen- 
ley’s Cresta Blanca wines. An un- 
expected new account toward the 
end of the year was the American 
Iron & Steel Institute, which began 
a newspaper and network radio 
campaign to explain its position in 
an impending steel workers’ strike. 

Develops ’44 Accounts 


McCann - Erickson, which had 
all @ Seen reported as adding a record 


rial. @ $12,000,000 in new business in 

cre- #1944, began to get substantial bil- 

and § lings from these and other new ad- 

and § vertisers in 1945. Westinghouse 

ims & in stitutional, for example, in 
radio, newspapers and business 
papers, added about $3,000,000. In- 
ternational Harvester starteda 

Nas- 

t10n 

“tI CHECK 

. of kK 

1as 

. as - Study No. 92 

i. ADVERTISING 

a Receives Record Attention 

4 Readership of Times 

—< Herald equals, and in many 

0S Ii cases surpasses that of 91 


other papers previously 
surveyed in “The Continu- 
ing Study of Newspaper 
Reading”. 


ORRISTOWN. 2 


53,429 ABC City Zone 
15,595 ABC Circulation 


Jimes Hernld 


network program. Higgins Indus- 
tries became a large McCann- 


Erickson account, and may soon 
become active again. Fawcett 
Publications added about $600,000 
to its billings, and Lehn & Fink’s 
Hinds honey and almond cream 
and Etiquet deodorant will be a 
billings factor in 1946. Losses in- 
cluded Curtiss-Wright, now shrunk 
to one-third of its 1945 size, and 
Newsweek. 

The only loss which Ruthrauff 
& Ryan is said to have sustained 


during the year was Dictograph 
Sales Corporation, Acousticon 
hearing instruments. Additions 
included several products made or 
distributed by American Home 
Products, among them G. Wash- 
ington’s instant broth, Bovril and 
Hair Groom, and American To- 
bacco’s Jack Benny show, on which 
R&R realized its first full year’s 
billings, about $2,000,000, in 1945. 
Electric Auto-Lite expanded by 
taking over the Dick Haymes net- 
work show. Billings of the Good- 


all Company, Palm Beach suits, 
were trebled with the launching of 
Goodall-Sanford Company. Lever 
Bros.—placing Rinso, Spry, Life- 
buoy and other products through 
this agency—continued to be 
R&R’s biggest account. 


Starts Overseas Operations 


Foote, Cone & Belding overcame 
a loss of $4,000,000 in American 
Tobacco billings in 1945—with the 
transfer of the Jack Benny show 
and the dropping of the Kay Kyser 


49 
program—by expansion of others 


already on its list. Hiram Walker, 
for example, spent about $3,000,- 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
... Ist in California (rated 2nd in Retail) 
Sales, lst in Auto wa 
. lst in Los Angeles County (rated Sré ia 
Retail Market Area, ist im Avutemetive 
Market) 
... lst to Service Stations, Car Dealers, Aute 
Repair Services in 11 Western States 
Main Office — 1700 West Oth St, Los Angeles 14 
San Francisco (5), 090 Market Ot. (4) 


erage. 


Here the Beeline Stations, individually and as a group, 


.-« Retail Sales are $716 per capita 
(compared with national average of $540) 


THE Beeline Market — California’s fertile central ) 
valley plus rich Reno and its surrounding area—live 
1,551,600 people. Retail sales exceed San Francisco’s. ! 

Buying income totals over two billion dollars a year. 
Five of the seven U. S. counties highest in gross farm 
income are part of this market. 
The Beeline Market is a close-knit geographic and 
economic unit, almost completely surrounded by moun- 
tain ranges 6,000 to 8,000 feet high. So radio stations 
located within the market are needed for effective cov- 


Along the Malad! lalitornia Beeline” 


ee ee ee eee Oe eH Oe eee ee eee een eeeeeeee 


Remember these 


5 BEELINE Stations 


. each a dominant home station, powered for a 
top-notch selling job in its own market area. Not a 
regional network, Beeline stations blanket Califor- 
nia’s mountain-ringed central valleys, including Reno 
and wealthy western Nevada: 


KFBK 


give deep, local penetration. Combination rates permit 

the choice of best availabilities on each station without 

the cost of lines or clearance problems. 

In selling Inland California .. your best bet’s the Beeline! 
‘a. *Sales Management's 1945 Copyrighted Survey 


McClatchy 
Broadcasting Company 


Sacramento, California 


. Represented Nationally by 
he JULIUS MATHEWS SPECIAL AGENCY 


Paul H. Raymer Co., National Representative 


Sacramento. Established 1922. American 
Broadcasting Company. Primary area 
coverage of 15 counties with population 
of 586,925. 10,000 watts -- 1530 kc. 


KERN KMJ 
Bakersfield. (CBS) Fresno. (NBC) 
Estab. 1932 Estab. 1922 
KWG KOH 
Stockton (American) Reno. (NBC) 
Estab. 1921 Estab. 1928 
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000 in its first year through this 
agency. International Cellucot- 
ton, Majestic Radio, Sunkist fruits 
and others expanded. FC&B was 
appointed for General Foods’ In- 
stant Postum, Postum cereal and 
some new cereals, starting in 1946, 
and a new Frigidaire network 
show also should help boost this 
year’s billings. Business of the 
Chicago office alone may reach 
$22,000,000 in 1946. The agency 
also is starting overseas operations. 


Old Accounts Expand 


Although Dancer - Fitzgerald - 
Sample acquired several accounts 
in 1945, including Sterling Drug’s 
Energine, two new products of 
Kraft Foods, and Daniel Green 
slippers, the bulk of its $2,000,000 
gain came from existing accounts. 
The largest of these are its parts 
of General Mills and Sterling 
Drug. Also important are its parts 
of American Home and Procter & 
Gamble, and Falstaff Brewing 
Corporation. 

Biow Company added $2,250,000 
chiefly through expansion of ex- 


isting accounts—among them 
Philip Morris cigarets, Procter & 
Gamble, Eversharp and Schenley’s 
whiskies and Roma and La Bo- 
heme wines. The accounts added 
by Biow were relatively small: 
Aeronca Aircraft, Hillman Peri- 
odicals and M&M candy. 

About half of the $21,000,000 
billings of Compton Advertising, 
Inc., last year continued to be pro- 
vided by Procter & Gamble— 
chiefly for Ivory soap. About one- 
fourth of the total came from So- 
cony Vacuum oil, which expanded 
with the end of restrictions on 
motoring. Compton added Mc- 
Graw-Hill’s new Science Illus- 
trated, but lost Pocket Books and 
American Home Products busi- 
ness. 

The business of Benton & Bowles 
continued to diversify. Although 
General Foods continues to pro- 
vide perhaps half of it, the agency 
added in 1945 the $1,000,000 ac- 
count of the Association of Ameri- 
ean Railroads, General Electric’s 
Chemicals department, Albolene 
baby oil of McKesson & Robbins 


and Western Electric hearing aids. 
Increased billings also came from 
Best Foods. 


K & E Adds Ford Show 


Kenyon & Eckhardt’s largest ad- 
dition of the year was Ford Mo- 
tor’s $1,500,000 network program, 
which started in September. Others 
included the Bank of the Man- 
hattan, New York State Depart- 
ment of Commerce, Tennessee 
Eastman Corporation and White 
Rock Corporation. Its principal 
loss was the abrupt ending, last 
January, of the newspaper cam- 
paign of the National Association 
of Manufacturers. 

D’Arcy Advertising Company 
had virtually no change in its $20,- 
000,000 billings total last year. Not 
quite half of it came from Coca- 
Cola. Among its dozen accounts, 
including subsidiaries and affili- 
ates, General Tire & Rubber 
ranked second in size, followed by 
Glenmore Distilleries, Anheuser- 
Busch, White Motor and Olin In- 
dustries. With the easing of re- 
strictions on transportation, ma- 


“You never 
heard of me... 


—_—— 


Zoot Fine SHO FINE SHO | 


. » but I can do a lot for you’”’ 


“I’m opening a new shoe store in the Spring. You manufacturers-never heard of 
me... but you will! I don’t know all there is to know about this business . . . and | 
need plenty of things still — lines to sell, equipment, all the things that go in a shoe 


store. 


But I’ve got good backing... and J know how to sell shoes. 


them for ten years in a big-city shoe store. 


“I know how to get the information I need, too. 
Shoe Recorder for years. 
shoe man, especially the newcomer, can’t afford to skip a page . . 


tion is the thing we need most. . 


best. 


There are plenty of chaps in my position, too. 


That’s a habit I got back in my clerking days. 


I’ve been selling 


I’ve been reading the Boot and 


A real 


. because informa- 


. and the Recorder is the place we get most — and 


I read somewhere that the 


country’s builders expect to put up 50,000 retail stores in 1946, 100,000 in ’47, and 


150,000 in '48. That's a lot of stores . 


name and address. . 


ftecorder 


ATIOMAL VOICE OF THE TRADE 
Published Twice Monthly 
A Chilton @ Publication 


.. and a lot of them are shoe stores. 


“Chances are, you don’t even know my 


. but if you'll tell me 


who you are and what you can do for me, I 


think we can really go places — together.” 


terials, etc., Anheuser-Busch is ex- 
pected to become a much larger 
account this year. D’Arcy’s Cana- 
dian and Mexican business, which 
totaled $1,500,000 in 1945, prob- 
ably will expand. The agency has 
just acquired Listerine, Philco and 
General Motors for Mexico. 


Shows Little Change 


With Chesterfield cigaret con- 
tinuing to be relatively inactive, 
Newell - Emmett Company also 
showed no change from 1944. 
Northwest Airlines, acquired in 
late 1944, began to produce some 
billings and the agency acquired 
Milkmaid cosmetics and Wheeling 
Steel, but lost White Rock to Ken- 
yon & Eckhardt. Loose-Wiles ex- 
panded. The agency’s part of 
Texas Company is expected to be 
larger in 1946. 

Erwin, Wasey’s $1,000,000 gain 
came from expansion of existing 
accounts. The addition of Albers 
Milling Company was met with 
the loss of some American Home 
Products business. This agency’s 
long list consists mostly of me- 
dium-sized accounts—some of 
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which, however, such as R. RB 
Semler, Inc.; (Kreml hair tonic 
have moved into the multi - mij 
lion-dollar group in recent year; 
Grant Expands Again 

With a gain of $5,000,000 in bilj 
ings in 1945, to a total of $18,009, 
000, Grant Advertising, Inc., con 
tinued its rapid strides. Ten yea 
old last November, Grant now ha 
250 accounts, served by 600 peopl 
in 15 offices in six countries. Thg 
largest account last year ($2,50) 
000) was Cudahy Packing Com 
pany. Other leaders were Mar 
Inc., candy ($2,000,000), and th, 
recently - added Serutan - Nutre 
Company. Among Others, th 
agency expanded its billings wi 
Plymouth Motor and _ Reichhol 
Chemicals, started a network sho 
for Bendix Aviation, which is no 
off the air, and added Squibb In 
ter - American Corporation. One 
third of its current total is foreig 
billings. 

Ted Bates, Inc., this mont 
added a sixth account—a $1,500,00¢ 
newspaper campaign for Brown § 


Williamson’s Raleigh cigarets. Th 
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Bm agency’s increase of $2,000,000 in 
iofm billings in 1945, to $16,000,000, 
\iJ@ came from expansion in all five of 
mi its accounts—Carter Products, Col- 
gate-Palmolive-Peet, Continental 
Baking, Fleischmann Distilling and 
ll Standard Brands. 


in Seeks New Business 


Kudner Agency, Inc. (formerly 
1a] Arthur Kudner, Inc.), last year 
lost the Association of American 
Railroads to Benton & Bowles. Its 
additions, such as Better Homes & 
Ma Gardens, were relatively small. 
More activity is expected in 1946 
from such accounts as _ Buick, 
‘Cl Goodyear and General Motors in- 
stitutional, as well as from such 
major accounts as National Dis- 
Ol tillers and U. S. Tobacco. Also 
the new regime at the agency has 
begun to seek new business for the 
Ing first time. 

All of the half-dozen major ac- 
8 counts of Lennen & Mitchell ex- 
panded in 1945. The agency add- 


ntti ed Bacardi Imports and got full- 
00@ year billings from Old Gold 
Ty cigarets, which it acquired from 


J. Walter Thompson Company in 
the fall of 1944. Lennen & Mit- 
chell’s leading accounts, in order, 
were Jergens-Woodbury, P. Loril- 
lard tobacco, Calvert Distillers, 
Tide Water Oil, Lehn & Fink and 
Carstairs Distilling. 


Maxon Makes Sharp Gain 


Maxon, Inc., turned a slight 
downward trend in 1944 into the 
sharpest percentage gain of any 
major agency in 1945. H. J. Heinz 
7 Company continued on a $4,000,- 
‘: 000-a-year basis. Gillette totaled 
: $2,000,000, and the electronics de- 
partment of General Electric pro- 
vided $2,500,000. G&W whisky 
advertising expanded. Maxon 
signed 24 of the 32 Ford dealer 
areas (the rest went to J. Walter 
Thompson), and added, among 
others, Snow Crop Marketers, Rey- 
nolds pen and Great American In- 


MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE” 


Securing distribution and sales is 
simple and easy in Michigan's 
Upper Peninsula. 


For instance on a food item — 4 
Upper Peninsula jobbers can han- 
dle the distribution for 90°, of 
this excellent market. 


A 3,000 line advertising schedule 
costs only $840.00 in 


THE "BIG 5" GROUP 


consisting of the 


ESCANABA PRESS 


‘ Vi IRON MOUNTAIN NEWS 
J HOUGHTON 

4 MINING GAZETTE 

a MARQUETTE 

7 MINING JOURNAL 


SAULT STE. MARIE NEWS 
These papers will sell the consum- 
ers in this rich market for you. 


Begin cultivating these profitable 
markets NOW. 


For information phone or write 


SCHEERER & CO. 


= 


‘ember of the American Association of 
Newspaper Representatives 


dustries. Its principal loss was 
the ending, in November, of Gen- 
eral Electric’s “World Today” pro- 
gram. 

The gain of National Carbon 
Company was offset by the loss of 
several products of Lehn & Fink at 
William Esty & Co. Although 
R. J. Reynolds Tobacco (Camel 
cigarets and Prince Albert smok- 
ing tobacco) advertised on a much- 
smaller-than-prewar basis, it still 
represented nearly half of the 
agency’s total. Super Suds and 
Vel of Colgate-Palmolive-Peet 
probably provided $2,000,000 bill- 
ings. Baume Bengue and Piel’s 
beer were active, and the Tea 
Bureau expanded. 


Campbell-Ewald Expands 


With resumption of some “sell- 
ing” copy by Chevrolet, and more 
General Motors institutional ad- 
vertising in newspapers, to explain 
the labor situation, Campbell- 
Ewald Company reported a gain—, 


estimated by AA at $2,000,000, 
making a total of $13,000,000. 
Certain newer accounts, such as 
American Central Manufacturing, 
became active, and others, such 
as American Institute of Archi- 
tects and the Federal Public Hous- 
ing Authority, were added. 


No Change from ’44 


Donahue & Coe reported “no 
change” in total billings in 1945. 
The agency denies that Metro- 
Goldwyn-Mayer, although the 
largest of 30 accounts, represents 
the bulk of its billings. A new 
account was a campaign for De- 
fender vitamins of Grove Labora- 
tories. Other large accounts in- 
clude part of General Cigar, Na- 
tional Association of Ice Indus- 
tries, Republic Pictures, Scholl 


Mfg., and Southern Rice Sales 
Company. 
Fuller & Smith & Ross con- 


tinued its steady growth last year 


with a wide variety of consumer 
and industrial accounts, to build 
billings to $12,000,000. Of this, 
Aluminum Company of America 
provided about $2,000,000 and its 
part of Westinghouse was at least 
that amount. Despite reports of 
the prodigious size of the job on 
surplus property disposal, assigned 
by the Reconstruction Finance 
Corporation to F&S&R in 1945, the 
billings on this account thus far 
have been only moderate. Other 
additions last year were Dayton 
Rubber, Interchemical Corporation, 
United States Savings & Loan 
League and Universal-CIT Cor- 
poration. In addition to its sub- 
stantial space and time billings, 
F&S&R does a large fee business. 


Mathes Shows Increase 


Mostly through the expansion of 
old accounts, J. M. Mathes, Inc., 
increased billings by about $1,500,- 
000 last year. Although the $1,- 


000,000 National Carbon account 
was transferred to William Esty & 
Co., Mathes got the billings on it 
for practically the full year. Castle 
Films and Magazine Repeating 
Razor were lost, but the latter, at 
year’s end, was regained. The 
agency added Raytheon Mfg., 
which billed $750,000 in 1945. 
Canada Dry, at $3,000,000, con- 
tinued to be the largest. Others, 
such as Houbigant ($500,000) ex- 
panded. 

Although Russel M. Seeds Com- 
pany boosted its billings 25% in 
1944 to join the $10,000,000-and- 
up group, there was no over-all 
change in this agency’s total in 
1945. Certain accounts were 
dropped due to reconversion. Ad- 
vertising on others—such as 
Sheaffer pen— expanded. Major 
Seeds accounts include Brown & 
Williamson Tobacco and Grove 
Laboratories. 


“It's a letter from my boy 
friend, he's an engraver!" 


She's doing fine. Just 
keep the same formula. 


“| don't mind school —it's 
the principal of the thing.” 


“Souvenirs of Washington! 
Take home a souvenir!" 


There were eighteen of these litti 3 
_ spots spattered through the text pages 


of a recent issue . 


~. sandwiched in- 


“Some sailor called 
the wrong number!"’ 


“They're a special hybrid I've de- 
veloped for making link sausage."’ 


with the spot news and stories of new 
discoveries and techniques, profit 
possibilities and opportunities that 


make this Magazine mean so much 


‘to the leading business men of a 
These little 


- gartoons dured millions of eyes into 


leading industry . 


ooking, drew more atiention to bot 


editorial content and the advertising 


Sustained reader interest all the way 
‘through the issuc is one reason why — 


advertising produces so much more 


in this magazine ... What magazine? 


_... Sorry—we almost forgot. .. 


SuccessFuL Farminc, Des Moines, 


New York, Chicago, Atlanta, San 


_ Francisco, Los Angeles. 


“You've got that plow set a 
few inches too deep, Hank." 
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Revolutionary New 
Prestone Oil May 
Cut All Oil Sales 


(Picture on Page 1) 


New York, Jan. 16.— National 
Carbon Company, maker of Pres- 
tone anti-freeze fluid, Eveready 
flashlights and batteries, is seek- 
ing to build distribution for its 
Prestone motor oil, a new syn- 
thetic non-petroleum product 
which may make obsolete the fa- 
miliar filling station query, “Check 
your oil, mister?” 

Tested in upstate New York and 
in Virginia, the revolutionary 
product reportedly can be used 
indefinitely, unless gasoline or for- 
eign matter gets into it. Motorists 
report that after filling up with the 
new oil, draining it after 1,000 
miles, and filling up again, they 
have been able to forget about oil 
completely. 

Because Prestone oil might 
greatly reduce the amount of oil 
sold through stations, National 
Carbon, a subsidiary of Union Car- 
bide & Carbon Company, is hav- 
ing difficulty building distribution. 
The company recently used radio 
in test areas for the Prestone oil. 
The newspaper test campaign will 
continue throughout this year. 
Concentrated advertising plans are 
now in the works but must be 
held up pending further produc- 
tion of the product. National dis- 
tribution is not expected until next 
year. William Esty & Co., New 
York, handles the National Car- 
bon account. 

The major oil companies have 


WRNL Sells 


Merchandise 


made much progress in improving 
motor oils by the addition of what 
they call “additives,” but have not 
yet developed a non - petroleum 
product comparable to Prestone, 
which is rumored to be based on 
carbons derived either from coal 
or natural gases. 

One oil man pointed out that the 
“additives” are now mixed with 
basic oils “about the same way as 
Scotch is mixed with soda,” but 
that soon the two ingredients will 
be combined permanently in newer 
types of oil that will be more com- 
petitive with Prestone oil. Some 
oil companies assert that their out- 
lets in some of the New York and 
Virginia test areas are carrying the 
new Prestone in competition with 
their own lines, and point out that 
a number of brands, such as 


Quaker State and Wolf’s Head, 
have been successfully marketed 
through gas stations controlled by 
other companies. 


Stick to Main Suppliers 


Nevertheless, opposition from 
the major oil companies may be 
expected, at least by station opera- 
tors. Most gas station operators 
are understandably reluctant to 
take on a new product which com- 
petes directly with the products of 
the oil companies to which they 
are heavily obligated. Although an 
Operator’s contract with an oil 
company may not state specifically 
that competitive products are Not 
to be carried, he knows that it is 
probably to his interest to stick 
to his main supplier’s lines. 

It is pointed out that even the 


so-called independent outlets are 
often under obligation to the job- 
ber who usually builds the station, 
installs the non-movable equip- 
ment and leases it to the oOpera- 
tor. In most cases, additionally, 
the oil companies are said to have 
a 30 or 60-day cancellation clause 
with station operators. 

Prestone anti-freeze, which is on 
sale at many gas stations, is not 
considered in competition with 
products of the major oil com- 
panies, few of which have their 
own private brands in this field. 


Profit Angle Important 


Another difficulty facing the new 
Prestone oil is that of dealer re- 
luctance to take on a _ product 
which may cause him to sustain 
revenue losses. Although the sta- 
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tion operator makes more on Sale 
of Prestone, which sells at 75 cents 
a quart or about twice as much as 
ordinary oil, he can sell only a 
small amount of it to any one cvs- 
tomer. The average operator makes 
most of his profit from sales of 
such accessories as tires, batteries 
and services. His gross profit from 
gasoline is higher than that for cil, 

Prestone distribution is being 
sought, particularly, among garage 
operators. Except for loan of 
gasoline pumps, garages are not 
usually as obligated to the oj] 
companies as the independent fill- 
ing stations. Prestone is being ad- 
vertised, also, as maintaining a 
steady flow regardless of tempera- 
ture changes, which makes for 
easier starting in the winter and 
cuts down on overheating of en- 


Constant 


—one of eight major Iron Age 
points of distinction that mean 
so much to advertisers. 

Only those names which qual- 
ify in size and responsibility are 
kept on the Iron Age master 
Unsolicited subscrip- 
tions are checked to make sure 
they represent 
Nonsubscribers on the 
master list are constantly 
formed of Iron Age editorial 
service, and each year about 
3,500 new subscribers are added 


check list. 


power. 


in this way. 


Checking 


actual buying 


in- 


Advertising 


gineS in sur 
Oil men f 
customers fi 
have to dea 
garages or 
Prestone, mr 
next year | 
product to 
may be bui 
vertising. 


WGN Le 
in ‘News 

WGN, C 
owned radi 
News Print 
nounced th 
on the Dail; 
Madison St 
erating he: 
year lease t 

The movi 


ne LF Set Pode np ie ad i dae Sp Pee Aton. & HR es erika rs TOR ; NE arse NAG Sep ee ne r eee BAG, 
roe os mr Sie cs : : oR es sk we Scan a ; Resa CN irate tity ath SUE Is ht heel eae : hs eet : 
eer pRinee > cut e Spee Pia aaa team eS Wi Le RS cas Paper AG uMendap eg ieee: ae 8 
Ase Be aT ae ey alt ee Sylar Sa eae geaee seen 2 , Sel es ai 
y r' * . ate 4 %s my ~~ : , : ° pit 2 
ba = ee 
he | | | 
oF 
of 
hi 
Pa 
iS 
63 
: 
p ee | 
4 
} 
eh 
’ ee 7 
: ' ! | 
oe ee 
ee | 
rs 
i SS ‘ 
One . RRNA : eS 
ms) | Pa PP SR Re Se Se pee Se Sate eee ks SS Sh aa Si aS. . % a poe: - “4 ie ae 
; Bere Nett A SS ee \ eee Ps ee eo 
oe | hte eee Hae * Meee, : 6 Oe ee : , ee MC ee ; wo . aie Fe, 
. | “ Be oor i et Se ee \ 5 ig Ase # % oe : 7a 
ee OO GO oe a : “ mG a ae GS , \\ be 
ee : ee ee ; ore es <- . \ 5 ee ie ou “i E 
| ee ae Sax PGR Oi go a gh CSS Oe eae eae . + Ee — ees = 
: eS eae Pe ee by a ae BE cco Ee en , \ Seer om ee = 4 
SPI 6 Eo Se Oe OR eee ‘ \ Wee ee : ; * 
as a ph ee } Bk one _ a hal 
+ Ose cal ee = % oe <e Sd on ee Se oF , ‘ 4 \ a bat as 
s Me. oS See ee ae : i ie. ee cages toa) 
Me Ra ; SS ae Fhe ee a boas Bes BS eda oe SR a * ~ - — he er 
es : ca r% EA 
We ke a ma. “3 
= ii, fo A Pa eS Ree ‘ Seer Sak . “4 
IES 55 ARB ES RES. x ae So eee ee a : od . 8 Ra r oe grr. 
EN. i 3 . ee : 6 gaa Pi, " ’ al IS. 
te ee ee Sree ee oe ith 
pt a ee : Sts Sa a ry Pt . nl #7 
= ee ee mh Se te e 
x Pe : 2a Te 2 * mmr i 1a 
‘ . a 2 ‘ : ' ze J 
: wo . : eb a ae ~ i 
‘ PS ee ne sh G ota ‘ en as é cS ee } ne angen 
yy RAR Sor I Beis 4 Be 4: Na “Eee See a ee i a « 
| a ae oe eo 
: wae “e ae a : : ne ae n HE, we 
1 ORS Se coe ome | ae et 7 fe iene + ies ae - x! ai : . 
beta ee Pe oe Ms Ase - 1k ee ty ee we at 
E ere . LOS Se ) te at oe” ee Va at 
os ot ae ; Re ee en ie ose wae te oe is we a 
ras i eed oS Sen ye — Oe ee, ae ey sant 
Be Me Rs ee gies ‘ at Bes ur * ¢ aes Ww sat 7 
jest ees es eo OS a a an yeas 
nics ee Poe ee Cg a \ ae 
—— ‘g Me *% # eee Fee eB. a) we Saga 
ss ne Ss ee - ak ca 
bis poner Oe ASN a tet eta ee * Le Pose “Ee ee = - ey gale! : 
oe By a Hees Metin eS 3 ei: « q ee sc he ae i: > ie ames ee f “if 
* Com wh Set eree:  astes ae a " f * ~ 4 Ng? Eee ; bf ig Ate 5 Fis . 
me ae et ee > 6 ae De Te ee é. 
- Pr a Pr a as, —_ Pes, Be | oe A. ae 
a SR et . hf OSes oe en - 
a tases aoe - ate : 7 3) Ee a 
i. ee ee FS ae 2 rs is * ’ en Bie eae a 
ae % Soe ee J a et CU om *. oo a “4 ‘ 
ced t a hia ae a —.. er , N RS a 4 a 
page: 4g a : ¢. ar _ \ ca ' a e 
- : P23 a © P § : es y ho nile 3 Oe 
ae . — j a. ‘ ey ; q . 
ne . ‘s a a < ie 
= et 
ne 2 ; BS 
OT oe | b Pa : 
eer is) , ; 
oo ¥ yy" 2 
seo nity } : Pf 
47) te is 7) $ io # 
area 2 wee os 
= - ae ge Ww k pat 
pre eaeds Ce e | - a 
ee os an Y — 
ae i fe? . Be 
: Fes e f eo we 
; ¥ . Z ¥ " eS 
a i rk Oe Ie 
: &. \ / ‘ia ee 
Ft \ 4 | j 4s ee 
34 a tj hai : ‘ \ ' : o \ oe 
“4 i 7 . % A i Pr} ay 
ei _————— e ae iit b. NG | LD \Se 2 — 
r. haunt : (ig | tae \ : 
a : ree ee as t pot i 2 \ ee 4 
a8 — iy ae a f js a - ' “Se a 
ee a 5: re ow i Ee f j nt | 
eg & 7 . ener +See he ig CY 
Las oS et 4. Peon) iy ' aan H : ti AS & 
a ea wx ¥ ” es Fe > = - t Fi 
be ; yy ieaikid ai fm : yr . rd F. 4 pret Ss A * ’ 
xa b th (ee be . ya) Mis hes Ma) ‘a 
i is £4V\ eyo mai, oy Pale et eS. Pa-\ , meee ee ERY \, 2" YY \ j \ 
pier? 1 Out a eS. er os: = s oa ae! te 
ae | SSeS re yh ‘<r come > fp - ’ \y \\ 
ee —* mee petal ye Perens 2S . aN a ‘ i a ;? : : ¢ ine \ Bate - PD as 
ish ae oe - we” Sane ee ; Te 7 o ee ae 7 ] 
a — Ca i . spate a es i emma { 4 f - Ve oe \ 7 2h eee 
ean é , ———F vey 4 ; £ | sg cet 7 
. é | ee. aid ba t.. ¢ .'* 3 ne ae. wm e , / 
ce bi a . ene 2 ‘cS eee 7 
4 D. | Ba, ape ap r yyy 
ee ste ee - < & Le Ss, Y ee 
a ae go Sah -_ Fe s~4 74 os. a (fi re 2 
mn > aeeheales 2 ‘ , "Sick, ee = 2 - 
bthce Z i Boas 3 sd a eet eo oS a « + es Ys ; a Bs 
tlie il f De eet 5 ad Snes erates ate “ pega eR ts * 2 S BMS f ae 
its or . ; eee A ee eee es ol) ee ee uae Ue hes Sos "Paes Ce /, a PR ae 
a 4 . ans = es ae een eth. ey cas aaa Pe = - 2 <i ae res ee : F ro. ee “y ‘ Be ; ae 
Ne 5 : PPE PN. Se ape rhe es eet es eae ai sy, 1 ae é bine ee ial é ig BM y ae ies e Qe aah me / 9 , is gh 
ie aa . a ned . oe eee er is Fh ce , ie Y, -, A ite og a j 
eae Fe Ry A + th Reem, Meuse % A jf $ a - @ s 
icy ‘ Ts : - Ase é gis ( 
’ c , ye hii ‘oe rail y : 
Pe bic. c ¢ 5 & ws god Res J// Af SS a sii q 
Fi, AG Bonet . CL UdettC OC  O_O¥n¥k 
ea wae - ee eee ; ; 5. fs , c 
aes 3 4 Les “pal tae 4 rat aA ee wae 
= phos , Poe as OO 
‘ : - . : oo Oe ee wea 
aig, Sis Wey, eee SA 
ante * . : : ‘ ‘ as WY wi! we" a a 
: ‘ é ae pagan y* hh ‘ ee 
- - ee are Ly, yt aw 3 Ps: ¢ 
Od : : On : . ftir aye : pee 
paper a Ais 3 al ’ ‘ y 4 Bs e 
2 Sug AG ‘Gy we a wee Z : ag x 
S S¢, Melis Beant”) yy? me is 
SS. > Ry, wey Zgn@ 
2 | Pr, cal es aa? at ee ae ; 
ee << , c 1On a “et eZ” cs 
: 2 Sus a > . ; te] fhe So f ai! ZEEE i 3 Be 
. ‘ ~ _ on a ? s. , % ft 
FS ce ~~ - = Een Kier zzz : Ge ke 
rig = : ; ‘$s Kian <Z-, 4 oS als 
..} * | S a WY, ez % : gts 2 ¢ ae 
.. = & D | ’ . Y som G 4 Be 
, 4 Yy, wall z= eo 3 , es 
. SAB SON . zzz -. ; “e 
mee x: pee I Te SN Ka ef 
wm € x ‘Suse —- ; eae ; : he, 
ALR AL RET RERSN t A is) Sk : a siz . ? SA 
' : a ‘ eh 
| | is : 4 ee 
504 ey Giga <5 
| ae . gO See “ RES te as theGis. Sead va gy ~ Pi ee 3 z ae ' . as 
| : é 2 i ES ape i 
| « é a Ete. S +B => . . ne See 3 or x a wo - ie ss gi MM. Sea ae See a5; SO ba fae Bi oe ae ies : \ 
| . 
‘ 
ae: ogee =e i z ee raat a: Us 7 ne =a arts ’ ' Ee oe ia . eee 4 2 tom ORE DRS ees ~ re i ‘ / ; ¢ A ee f<s r; s x Cae Le 


ANN 


Advertising Age, January 21, 


gineS in summer. 

Oil men point out that although 
customers for the time being may 
have to deal with out-of-the-way 
garages or stations to purchase 
Prestone, most gas stations may 
next year be forced to carry the 
product to satisfy demand that 
may be built up by Prestone ad- 
vertising. 


WGN Leases Space 
. ‘ a . . 
in ‘News’ Building 

WGN, Chicago, the Tribune- 
owned radio station, and the Daily 
News Printing Company have an- 
nounced the rental of two floors 
on the Daily News building, at 400 
Madison St., for use as WGN op- 
erating headquarters. The two- 
year lease begins March 1. 


The move was necessitated, ac- 


cording to Frank P. Schreiber, 
manager of WGN, because of work 
on the new addition to Tribune 
Tower and the WGN building on 
Michigan Ave. Construction of the 
new WGN building is already 
under way. 


Ahrens to Publish New 
Pocket Travel Magazine 


Ahrens Publications, New York, 
has announced that it will start 
publishing a pocket size travel- 
service magazine, Travel America 
Magazine Guide. The new pub- 
lication is a quarterly successor 
to the former Travel America 
Guide. Circulation will be 200,000 
copies annually, over 90% of 
which will be controlled. 

James Neary, recently released 
from the armed forces, has been 
appointed advertising director of 
the new magazine. 


Plan New Magazine 


Export Directories Company, 
New York, plans to publish a 
quarterly business magazine, 
Efectos de Escritorio, printed in 
Spanish for distribution in Latin 
America and Spanish Figg | 
countries. The publication wil 
promote the export sales of sta- 
tionery, office supplies and equip- 
ment. 


Formica Goes Overseas 
Formica Insulation Company, 
Cincinnati, manufacturer of lam- 
inated plastics, has licensed De La 
Rue Insulation Ltd., London, to 
manufacture, sell and distribute 
Formica decorative materials in 
Great Britain, Australia, New Zea- 
land, Africa, South Africa, India 
and all parts of the British Em- 
pire other than those in the West- 


ern Hemisphere. The plant in 


England is expected to be in op- 
eration by midsummer. It will 
market the materials under the 
Formica name, will pay a fee for 
licensee rights as well as royalties 
on the material it makes for 10 
years, and will be represented by 
the Formica British sales repre- 
sentative, Rowan and Boden. 


WOR Rejoins NAB; 
MBS Is Still Out 


WOR, New York outlet of Mu- 
tual Broadcasting System, is re- 
joining the National Association 
of Broadcasters “at the invitation 
of President Justin Miller.” In 
making the announcement, Theo- 
dore C. Streibert, president of 
WOR, said “The important prob- 
lems to be solved in this first 
peace year require a united in- 
dustry, and the leadership of 
President Miller merits the sup- 
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C. E. D. estimates a $600,000,000 business in the first full 
postwar year for machine tools and accessories, cutting 
tools, gages, and other metalworking machinery! 


Cash in Now on the Iron A 
in the Metalworking Industry! 


The makers of aircraft, farm machinery, auto- 
mobiles, household appliances, railroad equip- 
ment, and scores of other “tin demand’ prod- 
ucts have a keen and vital interest in metal- 
working. New ways of cutting costs and speed- 
ing production are major issues. 

In the same way, they are eager to keep 
abreast of new metalworking products and 
trends, 
That’s why the Iron Age editorial 
breadth means so much to each of these various 


REPRESENTATIVES 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 
Main 0988 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


7310 Woodward Ave. 


56th and Chestnut Sts. 


PEIRCE LEWIS 


Detroit 2 
Trinity 1-3120 


B. L. HERMAN 
Chilton Building 


Philadelphia 39 
Sherwood 1424 


ge Influence 


— management, purchasing, engineering, pro- 
it keeps them informed on every- 
thing pertinent to metalworking. 

And Iron Age advertisers know from long ex- 
perience that here is one publication where 
their story is seen and read. 

With the tremendous demand ahead for 
machine tools, cutting tools, gages and other 
metalworking machinery, The Iron Age is 
the most important publication for advertisers 
of these products — should top the list on their 
schedules. And the time is now. 


R. RAYMOND KAY 


2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


D. C. WARREN 


P. O. Box 81 
Hartford 1 
Hartford 3-1641 
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A Chilton © Publication 


New York 17, N. Y. 
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port of every unit in the broad- 
casting field.” 
MBS, however, which resigned 
with WOR from the NAB in the 
spring of 1941, is still not a mem- 
ber of the radio association, the 
only one of the four major net- 
works not belonging. 


Plexon Buys New Plant 


Plexon, Inc., new firm which 
has taken over production and dis- 
tribution of plexon synthetic tex- 
tile yarn from Freydberg Bros.- 
Strauss, Inc., New York, has ac- 
quired a new plant at Greenville, 
S. C., which will begin production 
about March 1. William F. Hawk- 
ins Jr., will be plant manager. 
The company estimates that a 
300%-400% increase in output of 
plexon will be achieved the first 
year of operation. The ly egy 
Strauss concern will continue 
the ribbori field. 


Maller to Vanguard 
Randolph Maller, for the past 13 
years manager of Warner Brothers’ 
Strand theater, New Britain, Conn., 
has been appointed New England 
sales supervisor of Vanguard 
Films, with offices in New York. 


idea moves 


MOUNTAINS 
FOOD w FRANCE 


70 TONS OF FOOD 
COSTING $57,475.00 
SENT TO HUNGRY 
FRENCH 


2% OF POST READERS RESPOND 


Have Post readers money to spend? 
They give it away in generous re- 
sponse to a charitable suggestion. 


On November 5, 1945, the New 
York Post and Paris Post spon- 
sored a movement called “Food for 
Friendship.” An objective was set 
to send 5,000 packages of food to 
needy French families. The cam- 
paign was carried almost 100% in 
the columns of the New York Post. 


human interest stories and a cou- 
pon. 


The response was immediate and 
gratifying. The goal of 5,000 pack- 
ages was almost Tripled by Decem- 
ber 21st, the date of the final ap- 
peal. More than 2% of the New 
York Post’s quarter-million read- 
ers have already responded, and 
contributions continue to pour in 
although all promotion has ceased. 


To Advertisers end Agencies 


THERE'S FOOD FOR THOUGHT 
in “FOOD FOR FRIENDSHIP” 


|| as a measure of the spending power of 
the readers of the 


New York Post 


| MARY McCLUNG, Advertising Director 
75 WEST STREET, NEW YORK 6, N. Y. 


No display space was used; just | 


@ 

Nationally Represented by 
THEODORO ADVERTISING SERVICE 

|| Edward C. Kennelly, Generali Manager 

| 75 West Street, New York 6, N. Y. 
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“No — Not Tuat!” A pause followed the racket of 5000 young 
American voices telling off the Stewart, Brown interviewer. 
“THAT'S the one I always use,” and the pause this time was — 


well — imperious. 


Surprised? — we were AMAZED — 5000 youngsters, eight to 
twenty years old, with absolutely enthusiastic brand preferences 
for all kinds of products — in 26 different classifications from soft 
drinks to flashlights. 


THEY MAKE up their minds early — THEY MAKE up their own 
minds — THEY MAKE up their families’ minds and THEY MAKE 
up OUR minds about this: advertisers whose products are out- 


standingly popular with all America have consistently adver- 


tised to voung America. WHERE? 


Three out of every four American eight- to twenty-year-olds 
(and there are about 25,000,000 of them) read comic maga- 
zines — and also, of course, the brand advertising they see there. 
That’s where YOUR advertising can help young America make 


up its mind about YouR product. Use the comics consistently. 


EACH FAWCETT COMIC is built by a notable board of 
editors aided by a consulting group of America’s 
leading child educators and psychologists, under 
the direction of Mrs. Sidonie M. Gruenberg, Director 
of the Child Study Association of America. 


CALL OR WRITE and ask to see “Brand Preferences 
of Young Americans,” a study based on over 5,000 
personal interviews, uninfluenced by parents, in 41 
urban areas coast to coast, prepared for Fawcett 
Publications, Inc. by Stewart, Brown & Associates. 


FAWCETT COMICS GROUP 


4,253,269 ABC Circulation, First 6 Months, 1945 


Captain Marvel Captain Marvel, Jr Whiz Comics 


Master Comics Wow Comics Funny Animals 


Captain Midnight 


Don Winslow of the Navy 


FAWCETT PUBLICATIONS, INC. 
295 Madison Avenue, New York, N. Y. 
World’s Largest Publishers of Monthly Magazines 
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lhe Pay = Of f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


!WHAT TO DO ABOUT DUPLICATIONS 
BETWEEN PROSPECT MAILING LISTS 


Does it pay to check 


prospect lists against 
customer lists to elimi- 
nate duplication? If so, 
what is the quickest, 
most practical way to 
do it? 

On the other hand, if 
under the present day 
labor conditions, you 
find it impossible to 
check lists, what should 
you do to justify the 
mailing of customer 
names? 

Checking one list 
against another list to eliminate duplica- 
tion is always a costly operation. Some 
frms feel the prestige of the house is at 
stake and check lists regardless of costs. 

In eross checking lists, of course all 
lists must be arranged in the same order 
to simplify the job. If your customer list 
is arranged by city and state, and then 
by name, you should re-file prospect lists 
in the same order. 

You should check the smaller list 
against the larger list. 

On the average, it costs approximately 
$5 per thousand to check lists, if filed in 
the same order. 


You Ought toKuow . 


When our good neighbors in South 
America were introduced in 1940 to a 
visiting dignitary from the Office of the 
Coordinator of Inter-American Affairs 
named Don Francisco, they frequently 
asked “Don Francisco 
who?” — or whatever 
the Spanish equivalent 
is of “what’s his last 
name?” On his second 
trip to Latin America, 
or so the story has it, 
Mr. Francisco had 
cards printed reading 
“Donald Francisco.” 

There are not many 
people in advertising, 
however, who have not 
heard of Don Francisco. 
And there are some who will, on the 
slightest provocation, recount at least one 
anecdote concerning him. If told before 
the war, it’s six, two and even that the 
story would have concerned (a) oranges, 
(b) California, and (c) California oranges. 
For the story of Don Francisco up to the 
year 1940 was that of a man who built a 
career in 24 years upon a simple piece of 
fruit—the orange—and became president 
of one of the country’s largest advertising 
agencies. 

Today, however, the stories are more 
likely to concern world politics, interna- 
tional cooperation, State Department in- 
trigues, business campaigns or, even more 
frequently among advertising folk, just 
“Don Francisco—what’s he doing now?” 
For in 1940, after 26 years in advertising, 
he took a leave of absence from the presi- 
deney of Lord & Thomas to join Nelson 
Rockefeller’s Office of the Coordinator of 
Inter-American Affairs in the communi- 

ions section headed by his friend James 
W Young, and remained in government 
€-vice for four years. 

In Feb. 1, 1945, he became a vice-pres- 

nt and director of J. Walter Thompson 

npany, New York. The agency’s one 
se mimeographed biography issued 
en he joined the company concluded 
th the information that “his office is 
ated in the right wing of the 11th floor 

elephone extension 313.” 

setween the platform at Michigan Agri- 

itural College, where he received a 

3. in 1914, and the right wing of the 

h floor at J. Walter Thompson were 31 

ive years. 

When Don Francisco left college he be- 


Don Francisco 


EMO FROM TIME 


We have had to send out these invitations 
without eliminating the names of our present 
subscribers -- for such checking requires 
skilled clerical labor impossible to assemble 
under today's manpower conditions. If you are 
already a subscriber, of courso you should not 
have received this invitation -- and please 
forgive our having sent it to you. 


If you don’t have the facilities or can’t 
take the time to check lists, it is wise to 
explain the reason to the prospect or cus- 
tomer should their names be on several 
lists. 

Time magazine includes a “slip” in each 
mailing explaining why it is impossible 
to check lists under present business con- 
ditions. 

There are three definite advantages to 
be gained if you can check your lists: 

1. Saving of duplicate literature. 

2. Increased percentage of pull on 
your mailings. 

3. Eliminating the loss of prestige or 
annoyance to customers. 


e e Don Francisco 


came a fruit inspector for the California 
Fruit Growers Exchange in Chicago. 
Oranges at that time were being pro- 
moted through premiums, sets of silver- 
ware being given one piece at a time in 
exchange for paper wrappers. Advertis- 
ing stressed the silverware rather than 
the product and there was a heavy market 
in orange wrappers. 

Young Don, 23 at the time (now 54), 
started in to show one of the qualities 
that characterizes him today—an interest 
in people, a liking for them, and a desire 
as well as an ability to take hold of a 
situation and straighten it out. He talked 
to dealers on his daily rounds and made 
notes about their problems, why people 
bought oranges, how some people sold 
more than others, what consumer reac- 
tions to the product were, and countless 
other queries. Pretty soon he was offering 
suggestions to dealers—such as pyramid- 
ing a huge pile of oranges in a display 
instead of setting them out in small lots. 
And a little later he took his suggestions 
to the company, with the result that he 
became the “Dealers Service Depart- 
ment.” 

The dealers service department was 
nothing more than a crude market re- 
search and dealer relations organization 
in the person of Don Francisco and a few 
assistants, nothing startling today but 
pretty revolutionary in 1915. Promised a 
Ford or Plymouth to use on their rounds, 
they came to New York and called to pick 
up their vehicle. The “automobile” 
proved to be a truck horse and a laundry 
wagon! Don Francisco talked to more 
people, picked up more ideas, and made 
more suggestions to the fruit growers. 
That same year he became assistant ad- 
vertising manager, and in 1916, following 
the death of the incumbent, advertising 
manager. 

Then Francisco began to roll in high 
gear, developing the trait that caused one 
executive to describe him as a “catalyst” 
—an agent which takes ideas, people and 
events and facilitates their interaction so 
that the whole process jells. He junked 
the premiums and started selling oranges, 
capitalizing on the color of the product 
in magazine advertising, promoting the 
name “Sunkist” which had not even been 
featured on the wrapper up to that time, 
and promoting oranges to sell by the 
box rather than a few at a time. The Sun- 
kist promotion was so successful that 


today many people think he organized the 
Exchange and created the name Sunkist. 
He didn’t. What he did do was to see the 
possibilities in the situation and exploit 
them. 

Perhaps the most fabulous promotion 
with which he was associated at that time 
was that of orange juice. At that time, 
people either sliced oranges in half and 
scooped the meat out with a spoon, or 
sectioned them and ate the fruit with 
their fingers. Searching for a way to ex- 
tract the juice and make orange juice a 
commercial feature in drug stores and 
soda fountains he remembered two things 
—the lemon reamer then in use, and the 
pop-corn machine which made the pop- 
corn in full view of the customer and 
provided reassurance of freshness and 
cleanliness. The search for an orange 
juicer resulted in one mammoth machine 
that, as Don Francisco describes it, “made 
a terrific noise and sprayed pulp and juice 
all over the room.” On this foundation, a 
more conservative orange juicer was de- 
signed and sold at cost, and an advertising 
campaign was launched built around the 
slogan “Drink An Orange.” And orange 
juice arrived to stay. 

At this time, too, Don Francisco first 
became associated with Albert D. Lasker, 
whose Lord & Thomas agency handled 
the account. In 1921 he went to Lord & 
Thomas as co-manager of the Los Angeles 
office and then as executive vice-president 
and general manager of the Pacific Coast 
as well as a director of the company. 
Here, in the Lasker stronghold, Francisco 
(he was once described as Hollywood’s 
idea of what an advertising agency presi- 
dent looks like) handled the fruit grow- 
ers, raisin growers, Southern Pacific, 
Union Oil, Tide Water Associated Oil, 
Pacific Mutual Life Insurance, American 
President Lines and other Lord & Thomas 
accounts. 

In July, 1938, after Mr. Lasker’s retire- 
ment, Francisco became president of L&T, 
one of the oldest and most famous adver- 
tising agencies of all time, an agency 
whose annual billings averaged more than 
$30,000,000. 

In November, 1940, Don Francisco or- 
ganized the radio activities of the CIAA 
and made two trips to South America to 
study the role of press, radio and cinema 
in promoting international understanding. 
As director of the CIAA’s radio division, 
he supervised the international broadcast- 
ing activities of the organization and de- 
veloped an interest (which he still retains 
in his concern over the disposition. and 


future of our international broadcasting 
facilities) in the importance of interna- 
tional broadcasting as a means of promot- 
ing inter-American understanding. In 1942 
he became associate director of CIAA’s 
information department, and in 1943 was 
made assistant coordinator and director 
of the information department. The tran- 
sition had been made from creating de- 
mand for products to creating demand for 
ideology. 

Today, as a J. Walter Thompson direc- 
tor and v.p., he retains his consuming 
interest in international affairs and poli- 
tics. He feels that business men should 
play a more important role in public life, 
not necessarily, as he did, interrupting a 
career to do so full time, but participating 
more frequently in governmental activi- 
ties. 

Not that there is anything crusading or 
revolutionary in his political philosophy. 
Far from it. He seems to be as close, 
in political thinking, to what one would 
call the business point of view as he is in 
appearance to the Hollywood advertising 
executive—a viewpoint which produced 
occasional Washington gossip to the effect 
that Francisco and the New Deal tangled 
occasionally. 

He has taken his interest in getting 
people to work together, jelling ideas, and 
producing results into wider fields. He 
took an active part in the fight against 
Upton Sinclair in California, and in op- 
posing the movement to impose an addi- 
tional tax on chain stores. He is J. Walter 
Thompson’s liaison with the Advertising 
Council, and he intends to devote part of 
his time to government services. 

“Don Francisco,” said one agency man 
who worked for him in CIAA, “is the 
kind of guy who shows he likes you and 
remembers you. He does things like tele- 
phoning your wife that he has seen you 
in South America without your asking 
because he knows you’ve been away a 
long time and it’s important. And he 
remembers details. Either remembers or 
has a helluva follow-up system. He'll 
stop you in the hall and ask how such 
and such a project is coming along—a 
minor thing which you would never have 
expected him to remember. He’s inter- 
ested in you and shows it. That’s what 
makes you interested in him.” 

Right now, Don Francisco is “back- 
stopping,” as he calls it, on various 
Thompson accounts. But if he runs true 
to form there will still be very few peo- 
ple in advertising who will say: “Don 
Francisco quien?” 


lhe Creative Uan2 Corner 


Any doubt that the very low caliber 
of automobile advertising during the war 
resulted primarily from lack of imagina- 
tion certainly has been dispelled by the 
industry’s copy in the months since Japan 
folded up. 

Just about the only flicker out of De- 
troit in four dreary years was the short- 
lived primer-style Chrysler campaign on 
fluid drive. Since then there has been 
a succession of tepid teaser advertise- 
ments—invariably based on a restyling of 
the 1942 model radiator grilles, to make 
these more nearly than ever identical. 

Even the opportunity to capitalize the 
entrance of the dynamic and highly dra- 
matic Mr. Henry J. Kaiser into the motor 
car field’ has produced only an extra- 
ordinarily dull announcement. (Mr. 
Kaiser’s advisers should have looked up 
that initial advertisement in The Satur- 
day Evening Post in which it was an- 
nounced that the then widely unknown 
Mr. Walter P. Chrysler was about to 
climb into the ring. That was an an- 
nouncement! ) 

But forgetting entirely the business of 
sock, it would seem that the auto people, 
by and large, ignore the first rudiments 
of good advertising. 

Their promises are so vague as to 
promise nothing. 

Here, for example, is the full text of 
an advertisement by a manufacturer 


whose war record alone, if properly used, 
would demand new respect for his prod- 
uct: 

“It’s here! The big, new roomy Blank 
—with more advancements than were 
offered in most prewar yearly models. 
Inside — outside —there’s bright new 
beauty in abundance. Colorful two-tone 
interiors with new upholstery fabrics, 
rich plastics—smart, distinctive trim. A 
broader hood that sweeps back from the 
massive new-styled grille. So clean and 
youthful in design. And matching this, 
there’s new performance! Power that’s 
livelier—plus new over-all economy. New 
over-size hydraulic brakes that act 
quickly—quietly—with less effort. And a 
smooth, level ride—made possible by new 
multi-leaf springing. Take your choice 
of two great engines. The 90 horsepower 
Six—or the V-8, now increased from 90 
to 100 horsepower. Yes, everywhere you 
look you’ll find advancements. Ask your 
Blank dealer about the smartest, finest 
Blank cars ever built.” 

We have used the name Blank because 


this copy is no worse (except perhaps 
for the second sentence, which appar- 
ently was written on a wet blanket) than 
that currently in print from a number of 
makes. 

Seldom have so many words said so 
little. There is hardly a fact in a car- 


load. And there surely isn’t any sex 
appeal. 
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Idaho Farmer 32.3 24,422 28.8 21,758 22,142 19,565 *December figures. 4 Oregon Grange Bulletin........ 173.4 188,146 164.8 178,794 188,146 178,794 Mr. Sti 

Indiana Farmer's aDecember 1945 issue had 1,125 lines to a page. Pennsylvania Farmer .......... 419.7 322,311 346.9 266,410 293,385 240,071 vertising 

SINNER WII Fo i.c s osiccd aceaes 264.7 200,812 236.8 179,771 184,755 126,549 
: . Wallaces’ Farmer & Iowa supplante 
. s Monthly farm papers were up| The farm magazines, with 290,- Homestead _-...-.---.++++++-. $38.5 496.075 619.1 486,373 438,880 419.3871 hand me! 
H : s : Washington MEMOP .ccvcccsecs ’ 2 ’ . 262,913 
Farm Pu lications 7.3%, with a total of 4,485,621) 443 lines, scored the biggest gain| Western Farm Life............ 301.9 236,653 256.9 201,434 236,653 201.431 —Or, at ] 
lines. for the month, 40.8%. January| Wisconsin Agriculturist ........ 469.6 368,220 469.6 368,138 339,538 346.2989 cypy th: 
. Semi-monthly farm papers| monthly farm papers were UP! otal Group .........ssseee- 7,517.4 5,753,325 6,808.9 6,205,768 5,071,877 4,535,044@ Vertising 
0% posted a 10.5% gain for the year.| 18.1%, with 432,271 lines; while BI- WEEKLIES serted, n 
al p .1 /0 ain These publications carried 5,753,-|monthly papers reporting linage| american Agriculturist ........ 18.9 232,191 312.8 227,734 201,156 200.4399 on “the. 
i isi i i Dairyman’s League News....... 93.2 67,870 85.0 61,873 51,203 46,005 ‘ : 
325 lines of advertising in 1945 | for December, 1945, apeangad — DORI: TRUE een sesecccsceves 610.0 443,945 560.0 407/926 365,466 331.727 @ditorial 
® ’ issues. Bi-weeklies gained 6.7%,|off 2.9%, with 17,806 lines. aceapeeiene o ——B§ not sell 

in 0 ume with a total of 744,006 lines. December semi-monthly publi- Total Group ..cseececercceses 1,022.1 744,006 957.8 697,533 617,825 578,17! lishers n 

Weeklies were up 13.2%, with/cations gained 17%, with a total Phen 5 ot weer 04 sthtes kes tel Geetin 
s Loten, . aCapper’'’ DE ocsaccadecsees ; 205,33 79. 77, ® 3,159 

New York, Jan. 16.—Although | 624,653 lines of advertising last)ad volume of 479,711 lines. De-| Weexiy.dcansas City Star. /)... 170.2 419,315 152.0 374,566 307,787 282,20) matters 

: 2 year. Dailies recorded the only|cember bi-weeklies, with 51,678 —@ papers’ i 

their net gain in ad volume was , : : WR IE bc hcicdeccessccxs 261.9 624,653 231.1 551,702 444,200 395,364 

: loss for the year—3.4%—with a|/lines, were up 7.3%; weeklies, 
not as substantial as the 30% boost ; : R DAILIES 1 
: : combined total of 2,875,278 lines| with 38,914 lines, were up 18.7%, : arog : etc « * cer 

marked up in 1944, farm publica- sal and - Chicago Daily Drovers Journal.. 330.0 702,368 354.2 753,834 389,251 434,52 Ad ex 

ti finished 1945 with a 7.7% of advertising. and dailies, with a total of 211,453| Kansas City Daily Drovers ; 

es . _ lines, gained 12.2% SE han ssminkinsiic ss.’ 391.5 833,322 378.1 804,786 500,471 467.487 in an e: 

advance in total limage over the Canadians Up 3.3% : . pos | ao Omaha Daily Journal-Stockman 370.3 788,127 397.0 $44,969 520,526 552.0859 what a ¢ 

; . 7 Canadian farm publications] st. Louis Daily Live Stock 
stay eres ge ‘led Canadian farm publications| dropped 1.1% in January, 1946,| Reporter .......6..--s2e0e05. 259.1 551,461 269.2 572,866 359,318 359.1 think, tk 
i ; : . ; — —- er 

According to mene. aie showed a smaller gain than U. S.| issues, carrying a total of 303,832) ‘Total Group ............. 1,350.9 2,875,278 1,398.5 2,976,455 1,769,566 1,813,285 OY Space 

by AdveRTIsING AcE, these farm) publications, with a 1945 ad total] jines of advertising. ———. NAEA 1 

publications carried a total of 18,-| of 4,193,943 lines, up 3.3% for the Saks te akaemed thee err “inside” 

e 28 ° —_—_—_—_—_— a « ot 7 : 

028,994 lines of advertising in last year. B h B Part aFifty-two issues 1945; 53 issues 1944. although 
year’s issues, compared with 16,-|" J : f U. S. fa ac ecomes ner publishe 
. ‘ anuary issues o ; oe rm Melvin E. Bach. f 1 : I 
740,902 lines in 1944. publications started off the year elvin &. bach, formerly vice- 1945-1944 CANADIAN FARM LINAGE an ear tc 

F : ed ahead | wi president of Scheck Advertising , — hoa 8 

arm Magazines mov ahead | with a 19.9% advance over a year Agency, Newark, has be a Commercial Disi ay@ opinions 
. ‘ : > ’ come excluding Poultry ori 
13.3% for the year, with a total) ago, with a combined total of 1,-| partner of Alfred F. Tokar, New- Classified torial or 
ad volume of 3,546,111 lines. | 522,276 lines. ark agency. ———Total Advertising———-_,_ and Livestoc! He 
—1945——,_ -——1944_—_, 1945 “Hl for inere 
Pages Lines Pages Lines Lines Lines. 
Canadian Countryman ........ 440.8 308,544 409.6 286,761 287,502 226,302 in 1946" 
Country Guide, The............ 38.2 275,251 35.4 255,182 276,251 255.18 that pi. 
Family Herald & Weekly Star: - 
Eastern Edition ............. 811.4 811,348 747.4 747,391 557,751 516.°14@ sales sta 
Western Edition ............ 674.9 674,874 621.2 621,218 499,857 468.71 4 
Farm & Ranch Review......... 440.0 170,446 368.0 168,222 170,446 168,222 
Farmer’s Advocate & Home 
; : - MRM Sa cared ietevesedesss 459.0 321,269 4381.5 302,023 257,688 244.538 
. Ao Free Press Prairie Farmer...... 941.6 1,035,780 1,038.4 1,142,226 666,840 465 ) 
: oe ee Western Producer .......ecess0. 557.4 596,431 6501.6 536,693 309,12 299 775 
Lane Kighway, hel CAND «50:0 csie vanced ens 4,363.3 4,193,943 4,153.1 4,059,716 2,874,462 2,645 
a Names Lanchantin 
By Sars or sh x 
. g Wl wit A. C. Lanchantin, formerly 
“4 \) t plant, production and personnel 
, _ manager of J. C. Hall Company,| The 28,188 permanent farm leaders (de "0" 
' Pawtucket, R. I., lithographer, has seaten, exteniian atetn. bs “ 
Tt 5 been named head of the industrial ‘ one ene Cane 
1 R\\ \\\ ty | relations department of the Litho- teachers, etc.) have actual contact with ‘ar 
iy \\ graphers National Association. consumers and advise them on pro vtt 
a Cane and equipment that will best help 
: Batchelder Leaves WFBR improve their farms and homes. For 


Harold W. Batchelder has re- 
Y fom : signed as a director, vice-president 
: me . |and treasurer of Baltimore Radio 
as | Show, Inc., owner and operator of 
| WFBR, Baltimore. He is succeeded 
by J. MK. L. Trautfelter, a director 
of the company. 


plete coverage of Farm Leaders, us« 'h 
publication they read and use constan''y 
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Newsprint Pinch 


Stays Until 1948, 
NAEA Is Warned 


(Continued from Page 1) 

cause of shortages of workmen. 

Only two-thirds as many work- 
erS as were employed before the 
war are now cutting wood; al- 
though working during the early 
winter now, their output will not 
permit more newsprint produc- 
tion, Shipments to the U. S. will 
increase about 20,000 tons a month 
this spring, but these will not per- 
mit the newspapers to use more 
than they used in the fourth quar- 
ter of 1945 because they then used 
more than was received during the 
quarter. 


U. S. Output Declines 


Mr. Kellogg estimated that U. S. 
mills will this year produce 184,- 
000 tons less than during war 
years, because some newsprint 
mills are converting to more 
profitable book paper production. 
U. S. newspapers can expect at 
most to get only 200,000 tons from 
overseas this year or next. Even 
if Canadian mills are able to in- 
crease production, he observed, 
they will be forced next year to 
resume shipments to the United 
Kingdom, prevented this year by 
dollar shortages from permitting 
newspapers to buy more than 
enough for four-page issues. 

Despite Mr. Kellogg’s warning 
that not even next year will the 
nation’s dailies be able to expand 
circulation or advertising greatly, 
one of the highlights of Monday’s 
sessions was a discourse on “Back 
to Selling in 1946” by Harold A. 
Stretch, advertising director, Phil- 
adelphia Inquirer. 

Mr, Stretch emphasized that ad- 
vertising directors have rightly 
supplanted editors as the right- 
hand men of newspaper publishers 
—or, at least, should currently oc- 
cupy that strong position. Ad- 
vertising department heads, he as- 
serted, must sell their publishers 
on “the fact that certain kinds of 
editorial or circulation policies do 
not sell more advertising.” Pub- 
lishers need advice from their ad 
executives on a wide variety of 
matters closely related to news- 
papers’ income, he said. 

Urges ‘Inside Jobs’ 


Ad executives, he continued, are 
in an excellent position to learn 
what a daily’s customers want and 
think, through the contacts made 
by space salesmen. He urged that 
NAEA members do more of an 
“inside” job in the years ahead, 
although he admitted that many 
publishers will not readily lend 
an ear to the advertising manager’s 
opinions about changes in edi- 
torial or circulation practice. 

He pointed out that his plan 
for increasing the Inquirer’s linage 
in 1946 was submitted on the basis 
that his publisher increase the 
sales staff, spend $100,000 for pro- 


“WFDF Flint says War Bonds will 
cure our inflation.” 


~ 


motion, revive the financial pages 
and make certain changes in classi- 
fied and “country” circulation. 

C. Scott Fletcher, executive di- 
rector of the Committee for Eco- 
nomic Development, told the 
NAEA members Tuesday after- 
noon that the “newspapers are the 
torch-bearers of the democratic 
system,” are closer than any other 
group to the heart of the com- 
munity and will more than ever, 
“from now on, be a tremendously 
important factor in maintaining 
America’s strength.” 


Must Speed Distribution 


advertising man- 
agers’ chief duty, he said, must be 
to make certain that goods pro- 
duced five years from now, after 
wartime shortages finally end, are 
moved from producer to consumer 


rapidly. CED estimates that 42% 
more goods to be produced in com- 
ing years, compared with produc- 
tion in 1939-40, are dependent on 
advertising and selling efforts, he 
asserted. Advertising and selling, 
he pointed out, “have reduced by 
75% delay between production 
and consumption” and “advertis- 
ing has greatly cut costs.” 

For NAEA members, he spe- 
cifically recommended adaptation 
in their cities of three outstand- 
ing newspaper programs—the 
Hartford Courant “plant city” plan 
for drives by local industries to 
explain postwar programs to resi- 
dents and employes; sponsorship 
of local retail clinics, as worked 
out by Vernon Brooks of the 
New York World-Telegram, and 
research among retailers and man- 
ufacturers in local areas along 


lines followed by Grant Stone of 
the Cleveland Press. 


Schram Praises Admen 


Emil Schram, president of the 
New York Stock Exchange, who 
spoke at yesterday’s luncheon, 
said that, “You gentlemen in ad- 
vertising have contributed im- 
measurably to the high standard 
of living that we enjoy in this 
country ... by creating a desire 
for new products which in turn 
inspires people to work and save 
in order to purchase new things.” 

“We have heard a great deal,” 
he declared, “about the seller’s 
market, thinking that the sales 
manager had reached some sort 
of Utopia, but I need not tell you 
that it has had its headaches. It 
has not been good for our econ- 
omy, and we will begin to see 
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real prosperity when manufac- 
turers have to go out and sell 
their products.” 

The launching of the exchange’s 
advertising campaign several 
months ago in newspapers and 
magazines, through Gardner Ad- 
vertising Company, has already 
proved so successful, Mr. Schram 
revealed, that it will be extended 
long beyond the three-year period 
originally planned, and will be 
widened in scope as well. 


Others Offer Reports 


Other speakers included James 
F. Jae, circulation director of the 
St. Louis Globe-Democrat and 
president of the International Cir- 
culation Managers Association, 
who assured members that circu- 
lation of newspapers has by no 
means reached a peak; Loyal Phil- 


JOE ADAMS ELLIOTT is the newly-appointed Associate 
Editor of The Progressive Farmer. Mr. Elliott’s name first 
came to the attention of Progressive Farmer subscribers just 22 
years ago when he attended the National 4-H Club Congress 
and International Livestock Show in Chicago as the outstand- 
ing 4-H Club boy of Montgomery County, Tennessee. Mr. 
Elliott is a specialist in animal husbandry and farm manage- 
ment with B.S.A. and M.S.A. degrees from the University of 
Tennessee. Since graduation, he has been a member of the 
Tennessee Extension Service for 13 years. His most recent posi- 
tion was Associate Extension Editor. As Associate Editor of 
The Progressive Farmer, Mr. Elliott will devote particular atten- 
tion to livestock farming and the adaptation of power farming 
equipment to Southern conditions. 


correspondents serving 


in full-color pages. 


proves its already high 


ITH the appointment of Joe Adams 
Elliott as Associate Editor, The Pro- 
gressive Farmer now has 14 editors, 16 staff 
contributors and many strategically-located 


nearly a million 


subscribers in the 14 Southern states. 


The continuing improvement of its ser- 
vice to subscribers and advertisers is a fixed 
policy of The Progressive Farmer. One fea- 
ture of 1946improvement is a sizeableincrease 


Your advertising gets the attention it de- 
serves in a magazine which constantly im- 


readership among 


the prosperous farm families of the South. 
More Southerners read The Progressive 
Farmer than any other publication. 


The South Subscribes: to 


The Progressive Farmer 


ad 


Advertising Offices: sirmmMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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lips, ad director of the New Or- 
leans Item, who urged members to 
broaden staff training programs 
to include discussion meetings with 
their salesmen, clinic meetings 
with retailers and more emphasis 
on mat services, and John Lewis, 
advertising manager, St. Paul Dis- 
patch-Pioneer Press, who advo- 
cated a bonus incentive plan based 
on increases and decreases in the 
size of old accounts, addition of 
new accounts and over-all sales 
increases. 

At the final meeting today, K. B. 
Elliott, vice-president, Studebaker 
Corporation, stressed the impor- 
tance to newspapers of getting 
their national advertisers’ retail 
outlets to dress up stores so that 
the advertising leads to intended 
sales. In newspaper advertising, 
he indicated, much loss occurs in 
transmittal, especially at the dealer 
level. Many dealers, through poor 
merchandising, make poor sales 
showings, with consequent harm- 
ful repercussions on the news- 
papers used in their localities. Mr. 
Elliott urged that newspapers ex- 


ercise as much influence as pos- 
sible to induce dealers to better 
their facilities. Newspapers’ best 
—in fact, only—chance to get on 
the Studebaker list, he added, is 
to secure approval of the com- 
pany’s agency. 

At the final session, the only 
other resolution adopted was one 
suggested by J. W. Egan, adver- 
tising director of the New York 
Times, to the effect that in the 
interest of constructive selling, 
space salesmen not indulge in 
derogatory remarks about com- 
petitive newspapers. Reporting as 
chairman of the advertising agen- 
cies committee, Mr. Egan asserted 
that most conflict with agencies 
stems from “human errors” and 
unsound competitive practices “on 
both sides,” many of which can 
doubtless be ended. The agencies 
also could be expected soon to 
make a concerted effort to in- 
crease the granting of cash dis- 
counts, he said. 

As chairman of the schools and 
colleges committee, Mr. Egan re- 


NAEA members to a questionnaire 
about journalism schools reveal 
that almost without exception the 
members are highly critical of the 
schools because of alleged indif- 
ference or actual hostility by the 
schools to advertising and news- 
paper business problems. An ex- 
ception is in more general ap- 
proval of journalism and adver- 
tising courses held in college night 
courses conducted by experienced 
admen. The questionnaire also re- 
vealed, he said, that with only 
one or two exceptions, members 
believe they have lost competent 
salesmen because salaries are too 
low—a point emphasized earlier 
by Mr. Phillips. 


Linage Group Named 


Wallace Brooks, advertising di- 
rector, Chicago Sun, in another 
report, said that any dissatisfac- 
tion over Media Records reports 
expressed in the future will be 
discussed and acted on by Media 
Records officials and a new 10-man 
committee to consist, probably, of 


ported that initial returns from 


seven newspaper representatives 
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GAIN AND LOSS PERCENTAGES - 52 CITIES 
“ i 

NOVEMBER 1945 - 1944 Loss GAIN 

CLASSIFICATIONS. “10 0 10 20 30 40 50 

RETAIL 8.% eR ae 

Generar 3.4 mm 

AUTOMOTIVE 66.6 

FINANCIAL 28.4 

TOTAL DisPLay 9.4 

CLAssiFieD hi. CS caameenene 

TOTAL ADVERTISING 9.8 

DePartwent Stores 6.3 — 

JANUARY | - NOVEMBER 30, 1945 - 1944 

RETAIL 2.0 

Generar -2.4 

AUTOMOTIVE 4.1 

FINANCIAL 19.4 

Totat Dispray 1.3 

CLASSIFIED 3.2 

TOTAL ADVERTISING 1.7 | 

DerPartwent Stores -0.5 | 
-10 0 10 20 30 40 50 


classifications show substantial gains as 


NEWSPAPER LINAGE AT A GLANCE—The automotive classification jumped in 
November, with a record of 66.6%, higher than the same month of 1944, accord- 
ing to Media Records’ measurement of newspaper linage in 52 cities. All other 


well. In the Il-month period, Jan. |- 


Nov. 30, all classifications except general and department stores made gains, 
with these two showing minor losses, compared with the same period in 1944. 


and one representative each of the 
American Association of Advertis- 
ing Agencies, Association of Na- 
tional Advertisers and the National 
Retail Dry Goods Association. 

J. W. Fleck, advertising direc- 
tor, Detroit Times, and chairman 
of the cooperative advertising 
committee, reported that many 
leading agencies are setting up co- 
operative advertising departments 
for their accounts and plan to 
check carefully against possibili- 
ties that newspapers “give retailers 
phony invoices” or that dealers 
are allowed to pocket ad allow- 
ances. 

This year will determine, he 
asserted, whether co-op budgets, 
now “only a part” of the adver- 
tising dollar, will later be used 
by national advertisers at the ex- 
pense of nationally placed adver- 
tising. He urged newspapers to 
cut down the margin between re- 
tail rates based on retail trading 
areas and national rates based on 
full circulation. 


Change Payment Rule 


In other reports, Karl T. Finn, 
Cincinnati Times-Star, said that 
agencies and advertisers probably 
will soon agree to newspaper con- 
tracts providing that space shall 
be paid for as ordered, rather than 
as run scant because of mat 
shrinkage; Don Bridge, Gannett 
Newspapers, reported that the war 
aid committee last weekend re- 
ceived a citation from Treasury 
Secretary Vinson for help in pro- 


Howard, Minneapolis Star-Journal 
and Tribune, discussed early re- 
turns of a questionnaire concern- 
ing members’ opinion on standard 
research procedure. 

Robert Drew, Milwaukee Jour- 
nal, was reelected president of the 
association. Mr. Howard was 
elected first vice-president, suc- 
ceeding James R. Brumby, who 
has resigned on shifting from the 
Atlanta Journal to This Week 
Magazine, and Don Bernard, 
Washington Post, was elected 
second vice-president. Robert 
Pace, Danville Commercial News, 
was named _§secretary-treasurer, 
succeeding Irving C. Buntman, 
Wisconsin Newspaper Markets, 
who resigned because of pressure 
of business after holding the posi- 
tion 10 years, 

Directors elected include Mr. 
Fleck, Mr. Egan, L. E. Heindel 
of the Madison Newspapers, amd 
W. S. Waddell of the Star, Eliza- 
bethton, Tenn., to serve util 
1948; Albert Hulme, Leader-Post, 
Regina, Sask., and G. D. Steel, 
Philadelphia Bulletin, to serve 
until 1947, and P. H. Rice of the 
Augusta Chronicle, Victor Merson 
of the Canton Repository, and Mr. 
Brooks, as members this year. 


Bell Joins Basford 


Charles E. Bell, who has been 
on the creative staff of several in- 
dustrial agencies and advertising 
manager for technical advertisers 
during the past 20 years, has 
joined G. M. Basford Company, 
New York, as an account execu- 


moting war bond sales, and S. G. 
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\ Hub of home building and remodeling in 
Son Fraricisco, Colif., this attractive store of 
the Hayword Lumber & Investment Co, stocks 
everything from fuses to complete bathrooms, 
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Dailies’ Network 
Elects Sherwood 
as Ist President 


(Continued from Page 1) 


—one of six which will comprise 
the association—was completed to- 
day, including the following news- 
papers: 

Baltimore Sun, Boston Globe, 
Beston Herald Traveler, Chicago 
Tribune, Cincinnati Times-Star, 
Cleveland Plain Dealer, Columbus 
Dispatch, Des Moines Register and 
Tribune, Indianapolis News, Louis- 
ville Courier-Journal and Times, 
Milwaukee Journal, Minneapolis 
Star-Journal and Tribune, New 
York News, New York Times, 
Omaha World-Herald, Philadel- 
phia Bulletin, Philadelphia In- 
quirer, Providence Journal-Bulle- 
tin, St. Louis Post-Dispatch and 
Washington Star. 

Marion Harper Sr., whose mar- 
ket research firm provided the 
basic plan on which the network 
will Operate, asserted at the first 
meeting of the board of directors 
here that, as previously reported, 
70 newspapers will constitute the 
“basic” group contributing finan- 
cial support to the association. 

For advertisers who will want 
blanket coverage, he _ revealed, 
there will be 206 basic and sup- 
plemental newspapers. Member 
papers will be divided among the 
Central, New England, southeast- 
ern, southwestern, Rocky Moun- 
tain and Pacific Coast groups, 
with only the Boston and Provi- 
dence papers in two of the groups. 


Three-Year Basis 


Mr. Harper disclosed that the 
70 basic papers “have underwrit- 
ten this on a three-year basis” 
and that a great deal of research 
work, group organizing activity 
and sales organization must take 
place before the network can be- 
gin sales to national advertisers. 
He indicated that, when sales are 
made, a discount of up to 10% will 
be offered advertisers. 

Other executives said that final 
authority was received only today 
from some of the “central” news- 
papers to proceed with the or- 
ganization, and that no date can 
be set for saying when the ANAN 
will appoint a sales staff or ap- 
point an agency to handle any 
advertising it may do, except that 
the sales committee will proceed 
with dispatch to complete such 
work, Members of this key com- 
mittee are: 

Joseph F. Breeze, " Indianapolis 
News; Robert Drew, Milwaukee 
Journal; J. W. Egan Jr., New York 
Times; Harry Guy, Dallas News; 
Harry Hawkins, Philadelphia Bul- 
letin; C. E. McKittrick, Chicago 
Tribune; B. L. Moyer, New York 
Times; John Ottley, Atlanta Jour- 
nal, and Fred Rowden, St. Louis 
Post-Dispatch. 

The executive committee in- 
cludes Mr. Sherwood; Richard W. 
Slocum, Philadelphia Bulletin; 
Robert Choate, Boston Herald 
Traveler; Charles J. Feldmann, 
Des Moines Register and Tribune; 
Sterling E. Graham, Cleveland 
Plain Dealer: Samuel H. Kauf- 
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mann, Washington Star, and Har- 
old A. Stretch, Philadelphia In- 
quirer. 

Members of the board of direc- 
tors include Mr. Choate; Mr. Feld- 
mann; Mr. Graham; Mr. Kauf- 
mann; Mr. Sherwood; Mr. Slocum; 
Mr. Stretch; Stuart M. Chambers, 
St. Louis Post-Dispatch; Irwin 
Meier, Milwaukee Journal, and 
Henry M. McClaskey, Louisville 
Courier-Journal and Times. 
Headquarters will be set up in 
New York, and branch offices later 
will be set up in Chicago, Detroit 
and on the West Coast. 


Freet Advanced 

Herbert L. Freet, for nine years 
in the sales department of the 
vitamin division of National Oil 
Products Company, Harrison, N. J. 
has been placed in charge of ad- 
vertising and market analysis. Mr. 
Freet has most recently been as- 
sistant to the manager of Nopco’s 
vitamin advertising. 


Cleveland Dailies 
Strike Deadlocked; 
Others Settled 


Cleveland, Jan. 16.—Composing 
room strikes against two Ohio 
dailies were settled this week, but 
a deadlock persistéd in the walk- 
out of AF of L pressmen which 
forced suspension of all three 
Cleveland newspapers. 

The Cleveland News and Press 
have failed to appear since Jan. 4, 
while the morning Plain Dealer 
halted publication the following 
day. There was no _ indication 
when a_ settlement might be 
reached between publishers and 
the Cleveland Newspaper Printing 


»|Pressmen’s Union, which is de- 


manding a $14.64 weekly increase 
for daytime workers and a $15.64 
boost for night employes. The 
publishers have offered the work- 


ers a $10.86 increase. 

At Portsmouth, the evening 
Times, only daily publication in 
the city, worked out a settlement 
with striking composing room em- 
ployes who quit work Nov. 24. The 
Times brought out a token edition 
yesterday and planned to resume 
regular editions today. The Cosh- 
octon Tribune, published evenings 
and Sunday, also was to resume 
publication today following an 
agreement with striking composing 
room workers. The Tribune em- 
ployes walked out Jan. 10, when 
the paper managed to get out a 
four-page edition. It has not pub- 
lished since. 


Appoints McCartney 
Lloyd L. McCartney has been 
appointed Cleveland representative 
of American Products, new export 
magazine published in New York 
by Export Publications, Inc., for 
circulation in Great Britain. 


Nielsen Radio Index 
Orders 400 Audimeters 


Nielsen Radio Index, Chicago, 
which commenced operation of its 
coast-to-coast coverage Jan. 1, has 
placed production orders for an 
additional 400 Audimeters, in- 
creasing the number to a total 
close to 2,000. The new equip- 
ment will be used, in part, to care 
for the anticipated increase in the 
percentage of homes having more 
than one radio receiver. 

What city or cities and which 
stations will get these additional 
Audimeters is yet to be deter- 
mined. 


Expands London Office 


Maclean - Hunter Publishing 
Company, Toronto, has expanded 
its London, England, office and has 
appointed Ernest R. Gauley, for- 
mer research director in its mer- 
chandising newspapers division, as 
United Kingdom manager for its 
24 Canadian business papers. 
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A World of 
SLLOPRAIN 


is Produced in 


NASHVILLE 


DuPont's big Nashville plant turns out millions of pounds of Cellophane an- 
nually . . . Nashville is outstanding, too, as a manufacturing center for Shoes, 
Furniture, Bedding, Work Clothes, Barges and many other items on the post- 
war shipping list. Cheap power supplied by the Tennessee Valley Authority, 
as well as other natural resources, are making many industries turn their eyes 
to the rich Nashville area, already a banner market . . . Let WSIX help you 
make the most of it. 
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WSIX gives you all three: 
Market, Coverage, Economy 
In the Nashville Market with over a_ million 


potential buyers, WSIX offers wide coverage, 


a big audience attracted by top American and 


. and a low listener cost! 


Represented Nationally by 


THE KATZ AGENCY, INC. 


cee see ef Per ky ia wo Ne 7 ete eee poke ethan Sal atte > ee : . ase 72 ads 
ea af “a j BF ns ae : i P 2 eters {pd ee pyaiey : oS An vp. Se ¢ aa a te 
aa 
7) im 
: a 
Sere 
ee Ba 
rarer 
| — 
| | 
' 
i 
| 
cae 
3 
in | | | = 
d- a ‘ 
er i“ e 
" | 2 Merten e a vs Ma sat = ae 7 
4 | ana en maa hes er =e 
nal _ , a ~ ; i. ny : 
be. | ‘es — | 
# ; YF 
_— se toe 
ard © : i ‘ , 
| ——_ « 
a | ys 4 wf wy = 
the ys i” | 
é te oa ; Seige 
ce ee aie SORE oe 
who en as ££ Bi ce 
the a ot a ‘ '4% 
_— | é P 4 an SS N 3 4 . 
rd, | ie a 74% ia ne | a 
cted —-lUC <i‘i‘é‘iaéd”tO~Ot”t”*;:«CO@®SQGOCOE ee 
bert Se tf { : <— . e — oes 
res, if -_ ‘ie oe = % 2 a 
irer, | — ee gee 8 Sag ae YS 
sats, 4. a (ee gate Tae. LY 
cets, ££ = Fat eek’; 5g fee eee WN ‘ 
ll, ne ee Mt 2 SEE aS 
Osi- ~ «Serer ae ae ; 
: q Rg = pa “ or ge Pee ‘ _ 
fay: -*, ae OP ee 2 
Mr 3 & : “6 No Lf | pai ie ee a a 
. Bes Whe + 4 : > i 
ea i ' « = 
nde] d ey ba . poe : aa J : 
% x 5 4 re “8 Pee c a 
and —. a é . = i a ss 
eS - me 
liza- re es F i a. | 
ur.til . iss ' = } 4 
ee ee, F ~~ oa = 
’ q A . er t a. j . “ a bs ’ i : 
erve i 7 a bent { SRG Ps ee c ice ace ies af ie 
the | eee oe 4 ce 
= © _ ee 8 a 
, Mr. . a "7 - <— ae. es) Z y te 
| ” 
been 
1 in- 
ising | 
isers so lea 
has or 
any, ik aa 
recu- | —_— 
—_—__ | 
. | ; 
| 5 — stipe, 
| Bedi a 
See, ,gkett aa 
\\ HWE ae HZOoK 4 
| | ' 
‘ - 
a 
i \ a a i + 
po < “4 ate 7 
lls ged 
= Re eas ee 
: oe Wi | 
af - 
\ | hei tif. 
ia 
q | ( ee | " 
; Wf ee 
/ ti § 3 i 
4 F mit = : / i 
Froew ante ji tt iV ; 
/ r 60 Fie: rp er Bini Gena! r 
DIV CRSIFIED =< Ere npg 
AM OUSTRUES fra Ope |G ‘| ea | 2s aa 4 
4 
fess. * Jue r . Bae 5, oN ve r “te “~ ‘aoe fas: j ’ < : . aoe ' se See . Pe =i < ' - yi; -* e 2 ; : * : ree ee Te 


informative Labels 
Vital Now, Adclub 
Told by Schindler 


(Continued from Page 1) 


value products. 

“There has been too much 
heat and too little light on the 
question of informative and de- 
scriptive labeling, on simplified 


practices and on commercial 
standards,’ the Under Secretary 
said. “Unless there is a clearer 


understanding of how these prac- 
tices can advance sales, we are 
not going to have the full produc- 
tion and full employment that is 
within our grasp.” 

Says It’s ‘Good Business’ 


Sale of a product requires con- 
sumer confidence, Mr. Schindler 
said. “Even before the war, far- 
sighted advertisers and merchan- 
disers recognized the popularity of 


informative labels and informative 
advertising,” he added. “Their 
cash registers quickly told them it 
was good business from the profit 
standpoint to give consumers what 
they want—and consumers gener- 
ally want what they can under- 
stand.” 

Drawing on his 25 years’ experi- 
ence as sales manager of Ralston 
Purina, the Under Secretary said 
it is a protection to the advertiser 
to put the facts before the buying 
public. 

“What happens, psychologically, 
when a person gets stuck on some 
product he bought?” Mr. Schindler 
asked. “If it is an advertised prod- 
uct, he loses faith in advertising. 
But whether or not it is an ad- 
vertised product, it is reasonable 
to believe he loses faith in Amer- 
ican business.” 

Consumer Can Decide 

By using an informative label, 
Mr. Schindler said, the merchan- 
diser “not only strengthens con- 
sumer reliance in the producer’s 
good faith, but it enables the con- 


sumer to determine for himself 


buys that product.” 


a business stimulant. 
It stimulates competition 


sire to 


the product’s relative merits. 


in the product and 
greater sales,” he declared. 


Promises Useful Data 


whether he will get stuck if he 


While the brand name in itself 
is a good advertising medium, he 
continued, the addition of a de- 
scriptive or informative label is 
It makes 
sales simpler and buying quicker. 
and 
makes for. an ever increasing de- 
improve a product above 
and beyond that of a competitor. 

Calling for descriptive ads, he 
said that where a present adver- 
tisement would feature a brand 
name together with some appeal 
or colorful phrase, with informa- 
tive or descriptive labeling an ad 
would not only carry the brand 
name, the appeal, and the colorful 
phrase, but would also speak of 


“Such an ad, I believe, would 
arouse greater consumer interest 
result in 


The Under Secretary promised 
that new techniques and expansion 
plans at the Department of Com- 


merce would provide better sta- 
tistical and economic data for 
those engaged in distribution, sales 
and advertising. Meanwhile, he 
urged business men to learn about 
the commercial standards and sim- 
plified practices projects of the 
department and its national Bu- 
reau of Standards. 

Unnecessarily large lines devel- 
oped in the competition for mar- 
kets may seriously reduce the pos- 
sibilities of mass production, and 
result in increased costs, Mr. 
Schindler pointed out. Moreover, 
he added, a large volume of slight- 
ly different products may be a 
hardship to dealers, by forcing 
them to carry large inventories 
which are slow in turnover. 

As an example of how the de- 
partment’s simplified practice work 
can remedy such a situation, Mr. 
Schindler said a survey of 5,500 
varieties of pipes and ducts, and 
8,500 varieties of pipe fittings, re- 
vealed that 80% of the business 
was in 20% of the items. Since the 
anti-trust laws prevent industry 
itself from getting together to re- 
duce the number of items, the De- 
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in the Oklahoma City market 


Since October 1, 1945, the research department of The Daily Oklahoman 


and Oklahoma City Times has completed twenty-six commodity studies in Okla- 


homa City. These investigations cover sales and distribution by brands of coffee 


and cosmetics, permanent wave kits and popcorn, lipstick and liquid cleansers .. . 


and a score of other commodities. These prepared studies are ready for distribution 


to interested manufacturers today. Others are in the making. Still others will be 


made upon request. If you want to know what makes this market tick .. 


. today 


... address your inquiry to National Advertising, The Oklahoman and Times, 
Oklahoma City 1, Oklahoma. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 
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(UNDER AFFILIATED MANAGEMENT) 
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to bring government, manufactur. 1 
ers, distributors and consumers; hicag 
together to agree on a simplified 
tog Execul 
Beer Bottles Standardized on Tal 
Since 1921, more than 200 oj Chicago, . 
these simplified practice recom. fort by < 
mendations have been made. While Byation exec 
they are not applicable to style Byetwork sha 
lines, where slight variations in Meavo origin 
design are at the heart of the ap- oday, follo 
peal, they have resulted in a few fi the Chice 
standard size beer bottles, with. Bclub’s luncl 
out reducing the vigorous compe- Guests, ir 
tition among brands. Schwimmer 
They have reduced varieties of BGrant Ad 
forged axes from 845 to 199; hos. Hstadelmen 
pital beds from 44 to one; fruit Mprorby, in 
and vegetable can sizes from 200 Meroup on 1 
to 39; shot gun shells from 4,067 Hktop the m 
to 262. programs a 
Mr. Schindler defended the Mito the coz 
commercial standards program of Msecond bre: 
the Bureau of Standards, contend- Jin the heat 
ing that “with our modern pack. 
aging methods, it is hard to tell Ask . 
the best products from the medi- Suggestio 
ocre ones through the attractive. Bing ranged 
ness of the protective container, pressure on 
Consumers have to depend upon Mago talent 
somebody’s stamp or label or fKors, to get 
name. eration of 
Task Even Harder Now for a radi 
: lients, pro 
“With the ever increasing num- H.ould aud 
ber of synthetic products, and the Ind annou 
greater complexity of products B>r experim 
made from natural materials, con- While nc 


sumer-buyers and even the pro- 
fessional purchasing agent have 
found it increasingly difficult to 
distinguish between items of real 


Providence 
ate or cl 
desire to 


ovies or 
merit and inferior products built in mink < 
for appearance only. here shou 
“Consumers find the voluntary R,gainst mi 
identifications or labels guarantee- JRir their n 
ing in a preliminary way between felamor bo 
items having some definite rating Bhe group 
and those that do not. Once the Bnvite the 
consumer decides to buy goods [ictors, w 
having a standard rating, the usual guilds, as 
preferences for individual brands f}f the lead 
apply.” n the Mic 
—_—————__ ng Jan. ¢ 
Plans Biggest Campaign fF" ™ect” 
for Squirt in 1946 J 
Squirt Company, Beverly Hills, SHUSIN 


Cal., plans the largest ad campaign 
in history for Squirt, grapefruit 
drink, with full-color pages in 
Collier’s, Liberty and The Satur- 
day Evening Post, and consistent 
black-and-white space in these 
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magazines and The American g Vashing 

Weekly. ess pape 
In addition, all local media will JP2e-day 1 

be used in cooperation with bot- National 


tlers, including 24 -sheet posters, MPaper Edi 


newspapers, radio and point-of- —R CBS ne 
sale material. Davis & Beaven, Bf price cc 
Los Angeles, is the agency. ing pro¢ 

. peedily 
International Telephone Ina & 


to Ruthrauff & Ryan 


International Telephone & Tele- 
graph Corporation has appointed 


etter to 
neconvers 
einritz, + 


Ruthrauff & Ryan, New York, as Blared “so 
its agency. rol will } 
The account also includes the Birds of va 
parent company’s subsidiary, Fed- Balance j 
eral Telephone and Radio Corpo- Btandards 
ration. Marschalk & Pratt, New G&,..); ti 
York, formerly had the account. . ISuIC, 
Advertising expenditures for 1946 ¥ industi 
are estimated at $150,000. Ed G, ¢ 
—_———__ Builder, 1 
Bosley Joins FC&B ols mus 
Edward R. Bosley Jr., for the #Oment - 
past five years advertising man- JP St pur: 
ager of Consolidated Steel Cor- 9 buildi: 


poration, Los Angeles, has joined 
the Los Angeles office of Foo'e, 
Cone & Belding as account ex- 


ecutive. J Lf 0 K 
the MA 
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Chicago Radio 
‘«fExecutives Act 


on Talent Exodus 


of Chicago, Jan. 16.—A concerted 


’m- HReffort by advertising and radio 
hile Htation executives to hang onto top 
tyle network shows and talent for Chi- 


in @eazo origination got under way 
ap- today, following verbal fireworks 


few Hat the Chicago Radio Management 

ith. Bclub’s luncheon this noon. 

[pe- Guests, including Jack Scott of 
Schwimmer & Scott; Hal Holcomb, 

; of BGrant Advertising, and Otto 

10s- Hstadelmen of Needham, Louis & 

ruit Hprorby, invited to advise the 


200 Heroup on what can be done to 
stop the mass flight of network 
programs and leading performers 
the ito the coasts, got scarcely 30- 


1 of second breaks to air their views 
2nd- Hin the heated discussion. 

ack. 

tell Ask Agency ‘Pressure’ 


Suggestions offered at the meet- 


ive- Bing ranged from that of putting 
iner, pressure on agencies to “sell” Chi- 
ipon ficago talent and facilities to spon- 
or sors, to getting the American Fed- 
eration of Radio Artists’ support 
for a radio talent center, where 
lients, producers and station men 
um- —eould audition upcoming actors 
. the Band announcers and study novice 
lucts por experimenting producers. 
con- While none suggested calling on 
pro- @Providence to better Illinois’ cli- 
have ate or change the human, crass 
t to Bdesire to make money in the 
real ovies or walk up Peacock Alley 
built in mink or tails, it was agreed 
here should be a force working 
itary against midwestern sponsors who 
itee- Bir their network shows from the 
ween Hlamor bowls. Toward this end, 
ating Mhe group made preparations to 
> the Bnvite the representatives of the 
foods actors, writers and producers’ 
usual fruilds, as well as the head men 
‘ands ff the leading advertising agencies 
n the Midwest, to an open meet- 
ng Jan. 30. Time and place of 
| he meeting is to be announced, 
gn 
1. = = 
Hus, Business Editors 
paign ~ 
‘fruit Urge President 
LT 
a. fto Ease Controls 
oe Washington, Jan. 15.—Four busi- 
ess paper editors attending the 
: wil] Pne-day meeting Jan. 11 of the 
bot- GNational Conference of Business 
sters, #Paper Editors told the nation over 
it-of- JR CBS network that early easing 
aven, Mf price controls is essential to get- 
ing production into full swing 
peedily and efficiently. 
ne In a broadcast entitled “An Open 
etter to President Truman on 
Tele- Meeconversion Problems,” Stuart F. 
yinted Pleinritz, editor of Purchasing, de- 
rk, as Blared “some measure of price con- 
rol will be useful in setting stand- 
s the Birds of value until a new and sound 
_Fed- Balance is achieved. But, those 
_ = tandards must be flexible and 
comnt. ealistic, geared to the variables 
- 1946 [pt industry and to present costs.” 
Ed G, Gavin, editor of American 
Builder, urged that “if price con- 
ols must be continued for the 
yr the #POment—let’s face facts. OPA 
mav- ust pursue a flexible price policy 
Cor- 92 building materials to stimulate 
joined 
Fooie, 
wt ex- 


__ LOOK IT UP in 
the MARKET DATA BOOK! 


INDUSTRIAL 
MARKETING 


SONSUMER MARKETS EDITION 
a 
SUSINESS PUBLICATIONS EDITION 


their production.” He stated also 
that “the OPA rent control pro- 
gram must be revised to invite, 
rather than repel, the flow of in- 
vestment capital into rental hous- 
ing.” 

Frank G. Steinebach, editor of 
Foundry, said that to increase pro- 
duction of foundries, “government 
controls must be kept at a mini- 
mum; OPA must see that ceiling 
prices on castings include the cost 
of production and a fair profit; the 
Army and Navy should discharge 
skilled foundry workers where 
such men are not essential to the 
services, and where suitable ap- 
plication has been made by the 
foundry; and government should 
see that men out of work are di- 
rected to foundries and other in- 
dustries needing them.” 
Discussing retail distribution, 
G. M. Lebhar, editor of Chain 
Store Age, said that “all the re- 
tailer needs, to play his postwar 
part effectively, is a chance to run 
his store in his own way, subject 


only to the free play of fair com- 
petition, and the right of the pub- 
lic to patronize him or pass him 
by.” 


Hoiles Family Purchases 
Colorado Newspapers 


Raymond C. Hoiles and mem- 
bers of his family, owners of 
newspaper properties in Santa 
Ana, Cal., Clovis, N. M., Pampa, 
Tex., and Bucyrus, O., have pur- 
chased the Telegraph and Gazette, 
Colorado Springs. 

Harry Hoiles, the younger of 
two sons in the family, has as- 
sumed the duties of publisher 
from T. Ernest Nowels, who has 
been associated with the Tele- 
graph for 45 years. Mr. Nowels 
will be retained as an adviser. 


s . 
Named ‘Sun’ Publisher 
Thomas M. Dewart has been 
named publisher of the New York 
Sun, succeeding his brother, Wil- 
liam T. Dewart Jr., who was 
killed in an airplane accident 


Jan. 3. 


JOHN C. EVANS 


Chicago, Jan. 15.—Services were 
held yesterday for John C. Evans, 
82, for 17 years an executive of 
Evans Associates Company, indus- 
trial advertising agency. He died 
Jan. 12. 

Mr. Evans joined Evans Associ- 
ates in 1928 and served, as. secre- 
tary until illness forced!his: retire- 
ment. 


WILLIAM H. COWLES 


Spokane, Wash., Jan. 15.—W. H. 
Cowles, 79, publisher of the Spo- 
kane Spokesman-Review and a di- 
rector of the Associated Press for 
33 years, died here today of a 
heart attack. He had been ill a 
year. 

Mr. Cowles began his newspaper 
career with the Chicago Tribune 
in 1890. His father, Alfred, was a 
part owner and business manager 
of the Tribune for 30 years, and 
his brother, Alfred Jr., served as 
a Tribune director for 50 years. 


61 


In 1891, W. H. Cowles bought 
the Spokesman and three years 
later bought out his chief opposi- 
tion, the Review. Four years later 
he purchased the Spokane Evening 
Chronicle and became sole pub- 
lisher in the city. He also owned 
several farm papers and interests 
in eastern newspapers. His son, 
W. H..Jr., has been, directing the 
Spokane newspaper, interests for 
the past 10 years. — 


WILLIAM B. CURTIS 

Boston, Jan. 15:— William B. 
Curtis, 73, former New York pub- 
lisher of business papers, died Jan. 
9 at a Medford, *Mass., rest home. 
His home had been in Hartsdale, 
N. Y., for many years. 


Publishers to Meet 


Beverage Publications of Amer- 
ica, national organization of busi- 
ness papers serving the industry, 
will hold its first annual meeting 
at the Belmont Plaza Hotel, New 
York, Feb. 7-9. 


FLYING « 


Nat 


POPULAR PHOTOGRAPHY « 


New York e 


Washington 
PLASTICS @ 


FI 
= AS 


="-¥_4 


— 


within-a- market. 


impact , 


No comparable 


..at such low cost. 


.. 
ta RADIO NEWS—A ZIFF-DAVIS PUBLICATION 
185 North Wabash Avenue, Chicago 1, 


HI. 
e Los Angeles « 


RADIO NEWS * 


Toronto 


weaver 


00k-Up 


to cover ALLethe markets 


field (100,000) . . . blanketing the many rich markets- 


medium exists for 


reaching the entire radio market with such sales 


RADIO-ELECTRONIC ENGINEERING 


Pr 3 
Se, 


ent bares. ; ; Gon pant See é ‘Bs an % $55 salt a oa : - 3 aie " a eek ; eo i i 4 wmiad * Lest BS 
Sage gh Oe oat rik ye oa eS Surana ena Ei oe de pee x ay cy eat et A os: Maines 2 i SE eS : Rae 
Les oe st 3 (aes: N haa ele pea ae: bi Sorc et pei a Ri Ay 3 ali a oo . ; a ie 
, ; ea . Pe a 
__ | a 
me ile 
_ oA 
oe 
| hls, oe 
| ¥ ey) i ae 
7 Has a 
, — | | — 
@ 
i “4 L'7 ; ; Onn a 
is! See 
Ss Nae / : oe eee es 
* , \/ 4 &s ’ 
nf : ; iscsi, ses a Nee vs \| ek Ss & ees ee 
i - Bee 2 Ok Ae ov pent tae, ve a : f ie 
5 4 EN ae Fi Pee aa o Pe Baie os F a : st ies oe 
| o yay seen, Be Mg. Lod A : flit: =" 
a ; - iN yj A : am, . e. va y - Bi 3a an a 
ees % *. ig \/ (| P u bx. eo ee - Br i ie 
Pied & ae we AY . ‘ a - ¥# a he ae > 
x ~ sag v4 be < ‘ es eo % | 
= « e XY “he t We ae ee 
§ ey ° be ye % - 3 oe ‘all ee $ i iia Bee 
; : ; ss % om. dg ii 
i ; vif - i ae 
= v& ye @ °o ce — ~~~ a: ae 
« ‘< ' = oe ee ioe, 7 
uw ee & . See ha 3 Sie 
BA i Q ? % ee 
; oe | io 
Xe i ; Zz cee . 
’ ’ we % = "leas 
#5 aA « Ee me ee a os 
: =i ja 4 oa 
“4 ‘ et 
* ° - ¢ ’ ee 
. 1 & y asa 
a 2a oe. 2s 
s » . xi 4 . 
\ *, ae Z 
= ; _™ ge “ 
se e : Cae os 2 ee , 3 q 7 
Pas ie ail ae ae —_ er 
— a = . oe ae ‘ 
ac Oe Se al shoe: . - ee a Bs eee Or iS 
ek. EE ae a. ‘ a wt Sic 
‘ er en" ae, my 
—_ a 
“maulwTe\  # ~ << eR 
4 - ; hay by eS , ie : isan : a = 
en of RADIO a 
ae w ate - ‘ ; ig a 
rt m RADIO NEWS has the largest circulation in the radio a 
As ; be Jal ‘ 
D« 5: _ 
we a: a 
(ee at 7 
> aa ee coal 
of ae Tie ¥ vl A i. : P -;. - 
sae ai = bul 2 -* Ps y 
: eeaaee . 7 cab ; 
GAN A : "Spee WP ee | 7 
SH AV SS N : ee ; a 
GAN AVE a | — _— 
ARE f ear a eo mee 
oe eed 4 6. —_—. —— 
eee) Si | 1945 4 5 ie Ee a ; 
ba erica bens on DATA | i. ee ss ; 
Mt pr. NUMBER ——— ; 
es — 2.3 ~~ Ss 
Be aa P| eae ; } | 


tart ep . 
Sl we eS & Btls tt 
2 ES fe 


rae ake 


VOL.1OF a2 NeW era 


THIS IS THE YEAR we've been waiting for — since Pearl Harbor... since 
Dunkerque... since Munich...since Manchuria. Since further back than 
that . .. since The Bonus March and the Crash... since the very year 
that FORTUNE was born. 

For 15 years, it’s been one damn thing after another—all spelled out 
in Cosmic Capitals: Depression, Aggression, Appeasement, War. Each 
New Year has meant at best good riddance to the old, a desperate 
emergency to be dealt with in the new. 

But 1945 was something else again: V-E, V-J, Peace, UNO and Bretton 
Woods. The Atom. Whether for the jobs finished or the jobs begun, the 
newest old year was truly great — it doesn’t owe us a thing. 

Now we have entered a new year, and begun a new era — the era 
that FORTUNE thought, 15 years ago, it was born to observe and born to 
report. And FORTUNE, welcoming, at last, its chance to be a very special 
reporter of this Great Adventure, will contribute its share to making it an 

Adventure not only into a but into something we shall not be 


ashamed to call Civilization. 


Fortune 
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OF THE WEEK 


NAEA CONFEREES—Talking things over between sessions at the midwinter 

conference of the Newspaper Advertising Executives Association, held in Chi- 

cago Jan. 14-16, were, left to right: P. J. La Bounty, Pantagraph, Bloomington, 

til.; Earl H. Maloney, Peoria Journal-Transcript and Star; Henry Manz, Indianap- 
olis Times, and Charles H. Davis Jr., Providence Journal-Bulletin. 


This group of newspaper ad execs includes, left to right: S. J. Friedman, Times, 
Watertown, Wis.; Joe Guenther, The Branham Co.; V. L. Bremer, Journal & 
Times-Herald, Lorain, O.; J. Robert York, and R. R. Postel, both of ANPA. 


Left to right, here, are: Al Hulme, Leader-Post, Regina, Sask.; Don Patterson, 
Scripps-Howard Newspapers; Paul Kellogg, general manager, Newsprint Asso- 
ciation of Canada, and William Wallace, Toronto Star. 


Interested in NAEA sessions were Stanley Ferger, Cincinnati Enquirer; C. G. 
Shannon, Lorenzen & Thompson; W, E. O'Brien and Russell C. Harris, both of 
the Buffalo Courier-Express. 


These participants in the NAEA conference are, left to right: Harry A. Cooper, 

Courier-Times, New Castle, Ind.; E. A. Goldsby, Baton Rouge State-Times; 

R. G. Brophy, ad manager, William Moore, ad director, and Jake Albert, 
promotion director, of the Detroit News. 


FIRST HUDDLE—VJeurelle, Inc., New 
York, recently purchased by Emerson 
Drug Co., Baltimore, gets under way on 
advertising expansion plans for per- 
fumes and Seventeen cosmetics, with 
this triumvirate. Left to right are John 
Thomas, account executive of BBDO, 
newly-appointed agency; Barbara 
Hurst, Jeurelle general manager, and 
H. L. Grafer, executive vice-president 
of the company. 
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POCKET SIZE—First copy in Pocket 
Books’ introductory magazine campaign 
(AA, Jan. 7) featuring Agatha Chris- 
tie's "The Body in the Library," draws 
attention to several other "best sellers” 
in Pocket Books, and lists 50 previously 
published titles. Lawrence Fertig & Co., 
New York, is the agency. 


AT FOOD EDITORS' MEETING—Attendants at the recent food editors’ convention held at the Hotel Netherland Plaza, 


Seley Starches, have proved hieghly * 


Today ~~ Staley Starches are wader strictest 


; t plicable to every seemng fororsda you oan. 
laivirarery commrol to meet all requereme nts 


Weavers of Trance 


rely on thetr uniloem quality and deywade 
performance fom car alter car Tell ws your 
requirements and we can ree ommend the exact 


Sealey Starch for your, every formule neni 


Plenisd weavers im the 4th Crntury the artists of all time in the textile indusire 


ane a etare A siring tei give lustre and Freshness fa the lovely vtotk they wee Es P PS eiae 


| STALEY STARCHES 


A. E. STALEY MANUFACTURING COMPANY 
DECATUR, ILLINOIS ; 


ATi ANTA Pe ADRi Fea maiyas new YORE 
sPaatTanseves SAN FRAMTICO cmcaso eos 1on 


ene St 5B hee He Ge. Secon 


me” nie eli nn 


TRIBUTE TO TEXTILE INDUSTRY—This full-color page is the fifth ad in a series 

in which A. E. Staley Mfg. Co., Decatur, Ill., pays tribute to the textile industry. 

The ads, illustrated by historical paintings, are appearing in textile business 
papers through William H. Kinsall & Co., Bloomington, Ill. 


SIGN FOR SOPHISTICATES—Bullock's department store in Los Angeles is using 

this outdoor poster featuring "perfume for the daring.” Risque is made by 

Leigh Perfumers, a division of Shulton, Inc., New York. Agency is The Wesley 
Associates, New York. 


Cincinnati, were, upper left: Helen Billups, Selvage & Lee, Chicago; R. L. Nagle, ad manager, A. E. Staley Mfg. Co., De- 


catur, Ill., and Edith Barber, New York Sun. Lower left: Hulda Scheule, Cleveland Press; June Walker, Cleveland News; ose " 
Don Scott, president, Newspaper Representatives Association of Chicago, and J. H. Sawyer, Sawyer, Ferguson & Walker. , 


Upper right: E. K. Scheiter, A. E. Staley Mfg. Co.; Ethel Somers, Chicago Sun and Dr. D. K. Tressler, food consultant. Lower 


right: E! M. Roscher, St. Louis Post-Dispatch; Helen Kennedy, Kroger Grocery & Baking Co., and J. B. Guenther, The 


Branham Co. 
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Think How Many Times YOUR ad is Seen in This 


INDISPENSABLE Reference 
60,000 of America’s Drug 


Here’s the hardest-working trade publication you can buy. Just 
look at that book in the picture. Why it’s actually WORN OUT 
with service. It’s got the very print almost worn off it... really 
“filthy literature.” 


This book was used — and how! 


This copy of Drug Topics Red Book was referred to and consulted 
approximately 29,200 times last year, in a single New York retail 
drug store. 


What does that mean to you? Just this. There are 60,000 Drug 
Store Products in America who also use Drug Topics Red Book, 
day in, day out, the whole year ’round. These users, collectively, 
look in Drug Topics Red Book 6,000,000 times a MONTH. Imagine 
how many times they would look at your message. Imagine what a 
lasting day-after-day impression it would make! 


READ why Drug Topics Red Book is so indispensable to every re- 
tail druggist: 


1. The druggist refers to the Drug Topics Red Book when cus- 
temers call on him for products which he does not regularly carry 
in stock. These calls are innumerable, since the average druggist 
has only about 8,000 items on his shelves whereas approximately 
115,000 drug store items are more or less in common demand. 


2. The druggist uses the Drug Topics Red Book daily in his work 
with physicians. When doctors ask for facts about ethical special- 
ties, the Drug Topics Red Book provides the technical information 
sought. 


Book ...Used Every Day by 
Store Product Distributors 


3. The Drug Topics Red Book tells the druggist who makes what 
and how much it costs — gives him the addresses of all manufac- 
turers so that he can quickly get information or supplies for 
customers. 


4. Through the Pharmacists Reference Section, the Drug Topics 
Red Book provides scientific tables, charts, formulae and legal in- 
formation invaluable to the practicing apothecary and constantly 
used. 

a * * * 
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CARRIES A GREATER 
NUMBER OF ADS THAN 
ANY OTHER PRICE BOOK 


No wonder we say Drug Topics 
Red Book is the hardest-working 
trade publication you can buy. 
YOUR ad, inserted in this indis- 
pensable reference book, will be 
the hardest working, the most 
active, the longest-lived ad you 
ever ran. 


NOTE: If you want to reach 60,- 
000 of America’s drug product 
distributors every day and night 
for a solid year ... send in your 
space reservation NOW for the 
1946-1947 edition of Drug Topics 
Red Book, 330 W. 42nd Street, 
New York 18, N. Y. 


SERVING THE DRUG FIELD 
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